Green marketing initiatives and consumer response: an empirical study by Khan, Anna
GREEN MARKETING INITIATIVES 
AND CONSUMER RESPONSE; 
AN EMPIRICAL STUDY 
THESIS 
SUBMITTED FOR THE AWARD OF THE DEGREE OF 
3Boctor of vbil000pbp 
IN 
BUSINESS ADMINISTRATION 
~f •,r 	~ 7 \0 
BY 
ANNA KHAN 	ThES\S 
UNDER THE SUPERVISION OF 	 (: 
DR. MOHAMMED NAVED KHAN 
DEP#RTMENT OF BUSINESS ADMINISTRATION 
F*GUb?Y OF MANAGEMENT STUDIES & RBSEARGH 
#bIG*RH MU2SbJJ[ UNIVERSITY 
Ab1GARK - 202002 [INDIA] 
2013  
` 	Ip 
CANDIDATE'S DECLARATION 
1, Anna Khan Department of Business Administration certify that the work 
embodied in this Ph.D thesis is my own bonafde work carried out by me under the 
supervision of Dr. Mohammed Naved Khan at Aligarh Muslim University, 
Aligarh. The matter embodied in this Ph.D. thesis has not been submitted for the 
award of any other degree. 
`5 	 1 declare that I have faithfully acknowledge, given credit to and referred to the 
research workers wherever their works have been cited in the text and the body of the 
+ 	~ 	 thesis.ffurther certify that I have not willfully lifted up some other's work, para, 
~ 	- 
 
text data, result, etc. re 	ed in the journals books, magazines, reports,  ~ ~, 	l~ct ~ 	 g  
dissertations, theses, etc., or available at web•sites and included them in this Ph.D.
thesis and cited as my own work. 
(Anna Khan) 
Research Scholar. 
Department of Business Administration, 
Faculty of Management Studies and Research, 
Aligarh 1Muslim University, 
Aligarh, India 
18913 
CERTIFICATE FROM SUPERVISOR 
This is to certify that the above statement made by the candidate is correct to the best 
of my;ourknowledge. 
(1P' 
Signature of the Surenisor:.. _ _ ..... 
Name& Designatio : DR,~!~6~!MwN►~ ~'~►'~ 11 
....................... . 
Oepartrnenl: 	 M 4 4MY ....................'..~..~..~.I. •..... 	p, ~ .~ 
~11 	MONAINUAArDV~ 	1 
~V,JI 
Signfure of the Chairman of the Department with seal) 
CRAIRMAA 
i 1h1 e( Busiocss Admfal iii 
COURSE/COMPREHENSIVE EXAMINATION/PRE- 
SUBMISSION SEMINAR COMPLETION CERTIFICATE 
This is to certify that Mr./Ms. Anna. Khan Department of Business Administration 
has satisfactorily completed the course work/ comprehensive examination and pre-
submission seminar requirement which is part of his/her Ph.D. programme. 
Date:. yY~G//.~ (Chairman of the Department) 
Full Name and Signature 
CRAl~MA 
11. 1 llu1incs3 Adminu .$$ 
&.M.U.. Aligsrb 
ii 
COPYRIGHT TRANSFER CERTIFICATE 
Title of the Thesis: Green Marketing Initiatives and Consumer Response: An 
Empirical Study 
Candidate's Name: Anna Khan 
The undersigned hereby assigns to the Aligarh Muslim University, Aligarh copyright 
that may exist in and for the above thesis submitted for the award of the Ph.D. 
degree. 
Date: 22. 06 . .13 
(Anna Khan) 
Research Scholar, 
Department of Business Administration, 
Faculty of Management Studies and Research, 
Aligarh Muslim University, 
Aligarh, India 
 
iii 
ACKNOWLEDGEMENTS 
First of all, I thank the Almighty, for providing me with the will and endurance to 
complete this research work. 
I consider myself fortunate to have been blessed with the opportunity to work under a 
supervisor as gifted and talented as Dr. Mohammed Naved Khan. His continuous 
motivation and support helped me immensely in overcoming the difficulties during 
every stage of this study. The joy and enthusiasm he had for my research was 
contagious and inspirational, even during the tough times of the Ph.D. pursuit. A wizard 
of research methodology as well as statistical software, his suggestions proved to be 
extremely helpful during the course of this research. I have learnt from him both 
consciously and unconsciously not only how a robust research is carried out, but also 
some of his personality traits that I admire. I shall always remember from him, that 
`quality can never be compromised', `hard work pays' and `success has no shortcuts'. 
A very special thanks to Prof. Jamal Ahmed Farooqui and Prof. Valeed Ahmed Ansari 
for enriching me with their valuable insights during our coursework. Their inputs in 
simplifying the intricacies of quantitative as well as qualitative aspects involved in a 
research have contributed greatly in expanding my horizons. It has been an honor to 
learn from the `Titans'. 
I am extremely grateful to Prof. M. Israrul Haque, Chairman, Department of Business 
Administration, for extending all possible support. I am also thankful to the faulty 
members, Prof Kaleem Mohammed Khan, Dr Mohd Afaq Khan and Dr Asad Rehman 
for encroaching on their time. A special mention goes out to Dr Asif Akhtar who shared 
his experience and wisdom and also encouraged me for the completion of this work. 
I extend my heartfelt thanks to Dr Fiza Tabassum Azmi for sharing her experience and 
knowledge and also allowing me to intrude upon her family time. A woman of 
iv 
substance, I am enthralled by her effective handling of her professional as well as 
personal life. l so heartily wish to incorporate the multitasking skills such as hers in my 
days to come. 
I am thankful to the non teaching staff members of the Department of Business 
Administration, AMU for always being very helpful and for extending their unstinted 
cooperation and help in times of need. 
lain ever so thankful to Mr Mohd AdiL my colleague, for helping me. We worked 
together, and I must say, I very much appreciate his intensity and enthusiasm to lend a 
helping hand, lam amazed by his ability to grasp new subject areas and simplify them 
to the basics. I also thank the other research scholars in the department who made my 
stay pleasant, especially, Ms Rizwana Khatun and Mr Ahmed Faraz Khan, for I share a 
special rapport with them. 
A mere thank you' can never do justice to what parents do for their children. Their 
prayers, efforts and support have been a lighthouse in the dark sea. They have indeed 
made me what I am today, and I am proud to be their daughter. I also wish to include 
special thanks for my sister and my younger brother for their constant motivation and 
concern. 
can also never pay back what my husband, Mr Tauseef Zia Siddiqui, has sacrificed for 
me. They say a great spouse loves you exactly you are, but an extraordinary spouse 
helps you grow, inspires you to Be, Do and Give your very best. I thank him for being 
the extraordinary spouse that he is and for supporting me in my pursuit for this research, 
It would not have been possible without any one of the above mentioned persons. I am 
privileged to have such amazing people around me. 
THANK YOU ALL! 
Anna Khan 
PREFACE 
"We do not inherit the earth from our ancestors; we borrow it from our 
children" 
Native American proverb 
Melting ice caps, burning forests and rise in global temperatures have captured the 
attention of the world and has put environmentalism in the spot light. The growing 
concern over the ecological issues has given rise to the demand for environmental 
friendly and safer products. The consumer does not want to live with the guilt of 
harming the ecosystem. The dynamics between organizations, humans and natural 
ecology have been redefined. Concepts like environmental friendliness of products, 
their recyclability, waste minimization and pollution reduction are being evaluated and 
the pressure from government, stakeholders, special groups and consumers have made 
the organizations to the reflect on a new perspective. This trend has not gone unnoticed 
by the marketers and they have been quick to respond to these consumer sentiments, 
which is evident from the increase 'green products' flooding the markets today. 
But the question arises, can a product be marketed as a environmental friendly solely 
on the basis of its being green in performance or is there much more to a green product 
than just a green colored packaging. The answer lies in Green Marketing. It emphasizes 
that the very birth of an idea for a product to its death, should be carried out in such a 
way that it has minimum impact over the environment. Not only the product's 
performance should be measured on green parameters but also how it was brought to 
life. Right from the procurement of its raw materials, to its manufacturing, packaging, 
distributing, consumption and disposal should be such that they use minimalistic 
resources of the earth. Another concept which the so called green revolution implies is 
that of honesty. A true green manufacturer is expected to behave with integrity. Right 
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from acquiring the raw materials at correct price to charging the fair price from the 
	
Chapter 4 discusses the research methodology and methods employed in the conduct of 
consumer, are all the responsibility of the manufacturer, 	 the study. In addition the research process, design, development of instr unent, pilot 
The growing popularity of the topic has caught the eye of academicians and marketers 
alike and due to the novelty of the subject there is very little research done on the topic. 
This holds especially true in for India, where the literature and research in the area are 
practically nonexistent. 
This thesis is stnictured into chapters that provide a significant and critical review of the 
literature available on green marketing, prominent models; research methodology; 
theoretical framework and research hypotheses. The data gathered has been analyzed in 
support of the hypotheses, developed for the study. Implications for understanding the 
environmental attitude and behavior have been provided on the basis of research 
findings and the proposed research model. 
The thesis has been divided into six chapters, and a brief overview of the same has been 
provided below. 
Chapter 1 provides a brief introduction to the background of the study, along with 
research problem. The objectives of the study have been outlined along with the 
significance and scope. 
Chapter 2 starts with an introduction of green marketing discussing its growth, 
definition and differences between classical and green marketing. Roadblocks for green 
marketing and various strategies have also been presented. Further discussions related 
to green marketing and demographics with regards to consumer behavior and 
environmental attitude have been noted down. Prominent models regarding 
environmental behavior and environmental attitude have also been presented. 
Chapter 3 entails the theoretical framework adopted for the study. Need for study. 
research objectives and theoretical background have been discussed. The proposed 
conceptual model for the study is based on well grounded theoretical underpinnings. 
The variables considered for the model have also been discussed at length. 
study, sample and data collection, and data analysis methods followed by limitations of 
the study have been presented. 
Chapter 5 presents data analysis related to testing of the differences between the various 
income levels, gender and age. Furthermore, the chapter also includes the proposed 
research model on green marketing. The model has been tested using the Structural 
Equation Modeling software AMOS 20. 
Chapter 6 highlights the key findings of the study. In addition, the contribution of the 
study, including theoretical and managerial implications, are discussed. It also presents 
suggestions for future research. 
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GLOSSARY OF TERMS 
Altitude towards Environment: An individual's positive or negative feelings about 
the environment 
Behavior towards Environment: An individual's positive or negative actions 
regarding environment. 
Behavior towards Green Marketing: An individual's positive or negative actions 
regarding Green Marketing. 
Convergent Validity: It is synonymous with criterion validity and with correlation 
analysis, and is one way of establishing construct validity. 
Cross sectional Study: A research study for which data is gathered only once (though 
it may be stretched over a period of days, weeks or months) to answer the research 
question. 
Dependent Variable: It is the variable of primary interest to the study, also known as 
the criterion variable. 
Discriminant Validity: It is another way of testing construct validity. A measure has 
discriminant validity when it has a low correlation with measures of dissimilar 
concepts. In other words discriminant validity reflects the extent to which the constructs 
in a model are different. 
Environment: The natural environment comprises of all living and non living things 
occurring naturally on earth. It encompasses the interaction of all living species. 
Green Marketing: It is the marketing of products that are presumed to be 
environmentally safe. Thus green marketing incorporates a broad range of activities, 
including product modification, changes to the production process, packaging changes, 
as well as modifying advertising. 
PNII 	Parsimony Nonmed Fit Index 
SEM 	Structural Equation Modelling 
SPSS 	Statistical Package for Social Sciences 
SRMR 	Standardized Root Mean Square Residual 
UMC 	Upper Middle Class 
i 	 Chi-square 
j/df 	Nonmed Chi Square 
Iniv 
Independent Variable: a variable that influences the dependent or criterion variable 
and accounts for (or explains) its variance. 
been identified as important to the problem. The theoretical framework may be referred 
to as a conceptual framework or as the research model. These three terms are used 
interchangeably in this research. 
Measurement Model: It estimates the unidimensionality, reliability and validity of 	
Validity; The extent to which the data collected truly reflects the phenomenon 
each construct 
Parsimony: A model high in parsimony (simplicity) is a model with relatively few 
parameters and relatively many degrees of freedom. On the other hand, a model with 
many parameters and few degrees of freedom is said to be complex or lacking in 
parsimony. 
pretesting: A trial run with a group of respondents for the purpose of detecting 
problems in a questionnaire instructions or design, whether the respondents have any 
difficulty in understanding the questionnaire or whether there are any ambiguous or 
biased questions. 
Questionnaire: a pre•fonnulated written set of questions to which respondents record 
their answers, usually within rather closely defined alternatives. 
Reliability: the extent to which the research findings would be the same if the research 
would be repeated at a later date, or with a different sample of subjects. 
Sample: a sample is a subset of the populalion, comprising of members selected from 
the population. 
Structural Equation Modelling (SEM): a multivariate technique that combines 
aspects of multiple regression (examining dependence relationships) and factor analysis 
(representing unmeasured concepts-factors with multiple variables) to estimate a series 
of interrelated dependence relationships simultaneously. 
Structural Model: it involves estimating the relation between independent and 
dependent variables. 
Theoretical Framework: A collection of theories and models from the literature which 
underpins a positivistic research study. It is a conceptual model of how a researcher 
theorizes or makes logical sense of the relationships among the several factors that have 
CHAPTER 1: INTRODUCTION 
The following chapter covers the introduction of the environmental issues and its 
resultants in the world and how it is catching up in India. It further delves into the 
various environmental issues faced by India. Objectives, the research problem and the 
scope of the study are further discussed. The chapter ends with a discussion on origins 
of Green Marketing, its growing popularity and related concepts. 
1.1 THE ENVIRONMENT 
Around two decades have passed since the Earth Summit of 1992 was held in Rio de 
Janerio where the countries adopted `Agenda 21' i.e. a proposal to ensure social equity, 
change economic growth and ensure environmental protection. This was also the first 
time when the lifestyle of the current civilization was assessed and the need for change 
in the production and consumption pattern was proposed. This was followed by United 
Nations Framework Convention on Climate Change (UNFCCC) in 1994. Adopted as a 
Rio Convention, UNFCCC aspired to prevent the dangerous human interference with 
the climate. The ultimate objective of the convention was to stabilize green house gas 
concentrations and prevent hazardous human induced climate change, and achieving 
such a level within a time frame sufficient to allow ecosystems to adapt naturally and 
ensure food production is not threatened and enable sustainable economic development. 
The Global Environment Outlook 3 (2003) aptly condenses the situation of Asia-pacific 
region. It states over population, poverty and lack of enforcement of policy measures 
have compounded environmental problems in many parts of the Asia pacific region. 
Biological resources have been of subsistence importance have been increasingly 
exploited for trade. About three-quarters of known or suspected species extinctions have 
occurred on isolated islands in the region. Protected areas constitute only 5 per cent of 
the total area, compared to the IUCN benchmark of 10 per cent Discharge of sewage 
into fresh water and other wastes has acutely polluted freshwater. Sedimentation in 
rivers and reservoirs caused by large•scale deforestation has also resulted is big 
economic losses. Urbanization, industrialization and tourism, coupled with a growing 
coastal population, have degraded many coastal areas. More than 60 per cent of Asia's 
mangroves have been converted to aquaculture farms. Air pollution levels in some cities 
are among the highest in the world. While most environmental trends have been 
negative, positive changes have included improvement in governance by public 
authorities, growing environmental awareness and public participation, and increasing 
environmental awareness in industry however. Over a period of time there has also been 
an increase in environmental consciousness world over (Shlegelmilch & 
Diamantopoulos,1996). Numerous environmental disasters in the late 1980s brought 
environmentalism into the spotlight. Among these were the Exxon Valdez Oil Spill in 
Alaska, decimation of Germany's Black Forest by acid rain and release of toxic 
chemicals in the Rhine River (Ottman,1998). These environmental ills were further 
aggravated by problems caused by the world's growing population. These included 
damages inflicted by consumption on the earth's ecosystem. Most notable of these were 
air and water pollution, consumer solid waste and garbage disposal (Uttman,1998). The 
major water crisis as listed by UN Water Assessment Program were, (i) developing 
countries, around 70 percent of the industrialized waste is dumped untreated into 
waters, where they pollute the usable water supply (2009). (ii) One out of six people in 
the world do not have an access to clean drinking water (iii) half of the world's 
wetlands have been lost since 1900 and (iv) everyday 2 million tons of sewage and 
other effluents drain into world's water (2003). 
As a result of these dynamics, environmentalism has been viewed as the next cold war 
(Fuller, 1999). While huge sums were spent on the perceived and magnified threat of 
communism, yet a similar urgency was never embraced in the approach towards 
environment protection. Since economic progress and environmental quality are 
interrelated, there is a pressing need to face this challenge The need to face this 
challenge head-on has been translated into a marketing opportunity. Indians have been 
regarded as an environmental friendly group according to Global Online Environment 
and Sustainability Survey (Chakraborty, 2011, August 29). The Indian consumer is 
increasingly conscious of the benefits of environmentally friendly and sustainable 
practices. Around 86% Indian consumers surveyed, place faith in energy efficient 
products and appliances, followed by recyclable packaging (79%). Tetra Pack, a leading 
food processing and packaging company has adopted green marketing aptly in their 
functioning. The company sources the paper for its cartons from recyclable sources in 
Scanadavia. And the other raw materials like polythene and aluminum foils are recycled 
into roofing tiles and panel boards. The company has collection centers in various 
schools and it further encourages the buyers to sell the canons to `scrap dealer' instead 
of throwing them in the dustbin (Shobha, 2010, March 14). 
Indian companies have been especially active regarding management of e-waste. 
Nokia's 'Take-Back' and recycling campaign for mobiles is in India and 85 other 
countries has been very successful. Nokia claims its willingness to recycle phones and 
chargers, irrespective of brand, enabled it to collect more than 13 tonnes of e-waste, 
including more than 30,000 handsets from India in return recycling the phones has help 
reduce the cost for the company. Another area where the companies can focus is the 
'Green Automobiles'. With the current levels of pollution and rising fuel costs, it is only 
wise to invest in a technology that saves the environment as well is pocket friendly. 
Green autos are an answer to the above Environmental regulations, which are expected 
to become more stringent in the years to come. As a result, it becomes necessary for the 
companies to keep track of such developments and dedicate R&D efforts towards 
modifying the product designs in line with the regulations so as to profit from them. 
(Times of India, 2010, April, 29). 
Although India ranks sixth in the world in terns of power. there is still immense power 
crisis in the country. Solar Photovoltaic can ease this crisis. It will form a complete 
ecosystem, rousing the demand in the solar manufacturing sector. Todays most sought 
after solar positions are in installation and engineering system design. For this industry 
to grow, it is imperative to bring down costs of solar power through improving 
efficiency, lowering the manufacturing costs, increasing scale and reducing balance•of 
systems costs, etc. (Singh, 2010. July 19). According to a report in a leading daily 
(Times of India, 2010, April 5).in an age of increasing green and health consciousness, 
world demand for the organic label is growing, led by Europe and America. The market 
is slated to be worth over $70 billion by end•2010. An opportunity lies in taking 
advantage of this growing sector. Organic fanning focuses on the principle of 
sustainable agriculture, where no chemical fertilizers or hybrid seeds are used It also 
focuses on uplifting the social status of fanners producing the crop, following principles 
I fair trade. The implication of all these developments for the present and future of 
marketing are enormous (Fuller,1999). 
1.2 ENVIRONMENTAL ISSUES IN INDIA 
According to Guha (2013) Inca is an environmental baskeacase, complete with 
polluted sides, falling water tables, dead rivers, increasing amount of untreated wastes 
and disappearing forests. Pollution, deforestation and wildlife trade are some of the 
critical issues that India grapples with every day deforestation is a major threat for 
environmental health, according to the according to the World Wildlife Federation 
(WWF), "Deforestation is the process whereby natural forests are cleared through 
logging andlor burning, either to use the timber or to replace the area for alternative 
uses". Further the agency claims that 12.15 million hectares of forest are lost each year 
and it is also responsible for 15% of all greenhouse gas emissions. Forests play a major 
role as carbon store houses. It is now widely recognized that they play a critical role in 
protecting the earth from climate change and regulating climate patterns, as the trees -
trunks, branches and roots - and even the soil absorb and store CO2, providing a 
natural reservoir for this GHG (Green House Gas). In fact, the Earth's vegetation and 
soils currently contain the equivalent of approximately 7500 Gigatonnes (Gt) of CO2 -
that is more carbon than is contained in all the remaining oil stocks on the plane and 
more than double the total amount of carbon currently in the atmosphere that rising 
concentrations of so-called greenhouse gases (GHGs) are driving changes in the Earth's 
climate patterns, resulting in catastrophic weather events, such as hurricanes, heat 
waves, droughts and floods, and threatening plant and animal life. As the country's 
population and economy continues to grow, the need to find sustainable solutions 
becomes urgent every day. More people means increased pressure on natural resources 
(from water to forests), while an economy in high•gear is leaving a trail of pollution 
that's affecting not only India, but the rest of the world too. 
Deforestation 
India is witnessing a rising demand for forest based products. This is causing 
deforestation and encroachment into forest protected areas, which leads to a severe loss 
of natural resources. It is estimated that total industrial round wood consumption in 
India could exceed 70 million m;per year by the end of the decade (350,000 large 
shipping containers), while the domestic supply would fall short of this figure by an 
estimated 14 million m3. The increasing demand for timber in India is due to the 
resurgence of the domestic economy, which is poised to grow at over 6% per annum, 
and the rapid expansion of middle and upper income groups. Moreover, intensive 
construction activity is being spurred by lucrative housing schemes and rapid 
urbanization, with the urban population expected to grow to 345 million in the next 
decade. Timber supply, on the other hand, is constrained by the massive consumption of 
wood for fuel and other rural needs, the degradation of natural forests, and restrictions 
an timber harvesting in order to conserve remaining forests for environmental services 
(Muthoo, 2003). As the nation will have to depend heavily on imports to meet this 
growing demand, there is fear that this could result in loss of high conservation value 
forests and biodiversity elsewhere. 
Some of the ill effects of deforestation as listed by World Wild Life Federation are: 
• Reduced biodiversity: Deforestation and forest degradation can cause 
biodiversity to decline. When forest cover is removed, wildlife is deprived of 
habitat and becomes more vulnerable to hunting. Considering that about 80% of 
the world's documented species can be found in tropical rainforests, 
deforestation puts at risk a majority of the Earth's biodivcrsity 
• Release of greenhouse gas emissions: Deforestation causes 15% of global 
greenhouse gas emissions. Of these, carbon dioxide emissions represent up to 
one•third of total carbon dioxide emissions released because of human causes. 
• Disrupted water cycles: As a result of deforestation, trees no longer evaporate 
groundwater, which can cause the local climate to be much drier. 
• Increased soil erosion: Deforestation accelerates rates of soil erosion, by 
increasing runoff and reducing the protection of the soil from tree litter 
• Disrupted livelihoods: Millions of people rely directly on forests, through 
small•scale agriculture, hunting and gathering, and by harvesting forest 
products such as rubber. Deforestation continues to pose severe social 
problems, sometimes leading to violent conflict 
Air Pollution 
Health asks resulting from environmental effects are a major source of concern all over 
the world. Air has always been a matter of basic concern due to its direct contact with 
the human physiological system. For centuries, human beings have been exposed to 
suspended particulate matter (SPM) from dirt and many other anthropogenic sources 
like biomass burning for cooking, warmth and for other personal benefits (Sint, 
Donohue, Ghio et al., 2008). According to annual study report titled "Environmental 
Performance Index" released by researchers from University of Yale and University of 
Columbia in the backdrop of meeting of World Economic Fown in Davos, Switzerland 
in 2012 (Timmons & Vyawahare, 2012, February I), India has the worst air pollution in 
the entire world, beating China, Pakistan, Nepal and Bangladesh. 01 132 countries 
whose environments were surveyed, India ranks dead last in the Air (effects on human 
health)' ranking. The study uses satellite data to measure air pollution concentrations. 
The World Health Organization estimates that about two million people die prematurely 
every year as a result of air pollution, while many more suffer from breathing ailments, 
heart disease, lung infections and even cancer. Fine particles or microscopic dust from 
coal or wood fires and unfiltered diesel engines are rated as one of the most lethal forms 
or air pollution caused by industry, transport, household heating, cooking and ageing 
coal or oilfired power sL,.,,.. I UVLl 61V IVW IMMIJO VI ",I IlVIIV W I ' NIO 1VIp IIVIt 
vehicles, thermal power plants, industries and refineries. The problem of indoor air 
pollution in rural areas and urban slums has increased. Air pollution causes diseases like 
eye irritation, bronchitis, emphysema and asthma, which not only increase individuals' 
disease mitigation expenses but also affect their productivity at work. The ambient air 
which we breathe may have a significant effect on their working and functioning of 
lung and pulmonary function tests (PFTs) (Dockery, Pope, XU-XP et al.,1993; Vichet-
Vadakan, Ostro, Chestnut et al, 2001; Wong, Ma S, Hedley eta!,, 2001; Donaldson & 
Macnee 2003). The polluted air when goes inside the body through breathing poses a 
serious effect on health especially on the respiratory system (Donaldson & Macnee 
2003; Masaearenhas et al., 2008; Agarwali, Awasthi, Mittal et al., 2010; Awasthi, 
Singh, Mittal et al., 2010; Agarwal, Awasthi, Singh, etal., 2012). Higher cancer rates 
are not only attributable to smoking and other behavioral and socioeconomic variables, 
but also result from occupational and environmental exposures (Clapp, Howe & Jacob, 
2007, 2008). An increased risk of lung cancer is associated with air pollution (Dockery, 
Pope, XU-XP et al,1993; Beeson, Abbey & Knutsen, 1998; Nyberg, Gustaysson & 
Jamp, 2000; Pope, Burnett, Thun etal., 2002; Vineis, Hoek, Krzyzanowski et al., 2007; 
Bruske-Hohlfeld, 2009). Studies have also indicated that exposure to exogenous 
chemicals (e.g., pesticides, polychlorinated biphenyls IPCBs], radon, heavy metals, 1,3. 
butadiene, and polycyclic aromatic hydrocarbons [PAHsj) in the environment is 
associated with a higher incidence of leukemia and of breast, colorectal, prostate, and 
kidney cancer (Clapp et al., 2008). 
Nowadays, among other sources, agriculture crop-residue burning (ACRB) is one of the 
important anthropogenic sources of air pollution (American Thoracic Society 1498; 
Badarinath , Kharol & Sharma, 2009: Mittal, Singh, Awasthi etal., 2009). Emission of 
air pollutants due to open burning of various materials is of concern to the public as 
well as various environmental and health regulatory agencies (Crutzen & Andreae 
1990: Dennis, Fraser, Anderson etal., 2002; Tipayarom & Oanh, 2007; Yang el al., 
2008; Wu, Kuo, Suet al., 2010). Asia is a major producer of crop residue and produces 
about 52% of the world residue production. Residue generation has risen sharply with 
the rise in production after the adoption of green revolution technologies, high-yielding 
varieties, use of chemical fer<iliaers, irrigation facilities, new machinery and expansion 
of crop areas. Epidemiological studies show that the increase in contamination of air 
causes adverse health impacts (Ostro, Sanchez, Ararda et al.,1995; Morris, 2001) 
Punjab (India) makes enormous contributions to the national pool of food grains, i.e. 
around 10% of wheat and SO% of rice. At present, about 95% of the total food grain 
production in Punjab is from rice and wheat (Gupta, Sahai, Singh etal., 2004) making it 
a hot zone for pollution from crop residue. 
Motor vehicles also emit several pollutants that are classified as HAP, some of them 
proven to be carcinogenic in nature. Benzene for instance is a known carcinogen while 
formaldehyde, acetaldehyde, l•3 butadiene, diesel particulates and gasoline particulates 
are probable human carcinogens. Benzene is readily absorbed into the body when 
breathed into the lungs and about half of it is retained. It is more soluble in fat than in 
water, thus it is distributed in the body in fatty tissue including the brain and the bone 
marrow where cells are made ([inky, Smith, Hornung etal., 1987; Yin, Li, lain et al., 
1987, Srivastav, Joseph & Nair 2004). Acute exposure to high levels affects primarily 
the central nervous system, causing dizziness, giddiness, nausea and vomiting, headache 
and drowsiness and at concentrations 6,500 mg/m3 (20,000 ppm) narcosis, coma and 
sometimes death. High levels of benzene are observed at traffic junctions, parking 
areas, repair garages and petrol pumps. High concentrations at traffic junctions and 
parking areas are due to startup emissions of engines. At repair garages the use of 
solvents for cleaning contributes to concentration of benzenes resulting in high 
concentrations in air. Exposures of benzene levels at these locations are of importance 
to traffic policeman, parking boys, mechanics and to some extent commuters. Health 
data specifically for these classes of people is not available hence an overall indication 
of cancer incidence may be considered as one of the factors indicating health impact 
due to exposure to high benzene levels. In Mumbai cancer incidences (Leukemia) have 
been found to be increasing (Jussawalla ei a1.,1996 — 2000; Joseph & Nair, 2004) and 
part of it can be blamed to the high levels of Benzene in the city (Joseph et al., 2004) 
River Water Pollution 
Contaminated and polluted water now kills more people than all forms of violence, 
including wars, according to a United Nations report titled "Sick Water?" released on 
(March 22, 2010) on World Water Day that calls for turning unsanitary wastewater into 
an environmentally safe economic resource (Corcoran, Nelleman, Baker et al., 2010). 
According to the report, around 70 percent of wastewater discharged daily in 
developing countries is untreated, contributing to the deaths of some 2.2 million people 
a year from diarrheal diseases caused by unsafe drinking water and poor hygiene. At 
least 1.8 million children younger than 5 die every year from water•related diseases. 
Report further emphasizes on the use of waste water as a resource, the report states, as 
the name implies, wastewater is grossly undervalued as a potential resource. It is 
ignored and left to drain away. Smart and sustained investment in wastewater 
management can help generate multiple dividends in society, the economy and the 
environment. It can involve both private and public sectors, fulfilling public needs and 
social equity as well as enhancing food security. Immediate, targeted and sustained 
investments should take multiple forms. They should be designed to (i) reduce the 
volume and extent of water pollution through preventative practices; (i) capture water 
once it has been polluted; (iii) treat polluted water using appropriate technologies and 
techniques for return to the environment; (iv) where feasible safely reuse and recycle 
wastewater thereby conserving water and nutrients: and (v) provide a platform for the 
development of new and innovative technologies techniques and management practices. 
If such investments are introduced appropriately they will generate social, economic 
and environmental dividends far exceeding the original investments for years to come. 
The water quality monitoring results obtained during 1995 to 2006 indicate that the 
organic and bacterial contamination are continued to be critical in water bodies. This is 
mainly due to discharge of domestic wastewater mostly in untreated form from the 
urban centers of the country. The municipal corporations at large are not able to treat 
increasing the load of municipal sewage flowing into water bodies without treatment. 
Secondly the receiving water bodies also do not have adequate water for dilution. 
Therefore, the oxygen demand and bacterial pollution is increasing by by day. This is 
mainly responsible for water borne diseases. 
Around 80 percent of urban waste in India ends up in the country's rivers, while 
unchecked urban growth across the country combined with poor government oversight 
means the problem will only get worse (Wehr, 2011). Visual observations have 
indicated that untreated sewage continued to flow freely into the Ganges River from a 
variety of sewer outfalls, open drains, ditches, and other outlets, collectively referred to 
as point sources of pollution. There exist more than two dozen of these point sources 
releasing untreated sewage into the river in Varanasi (Hamner, Tripathi, Mishra etal., 
2(X7). Residents of Varanasi, a city of over one million people in north central India 
still experience major public health problems associated with sewage pollution of the 
Ganges River and local water supplies. The authors further state that behavioral 
practices related to use of the Ganges River such as cleaning laundry in, bathing in and 
drinking from the river are all factors that may account for the NO background 
incidence of water•bomelenteric disease. 
According to The World Bank, emissions of organic water pollutants are measured by 
biochemical oxygen demand, which refers to the amount of oxygen that bacteria in 
water will consume in breaking down waste. This is a standard water•treatment test for 
the presence of organic pollutants. The permissible limit for drinking water being 2mg'l 
or less (Bbardwaj, 2005). The presence of Fecal Coliform bacteria or E. coli indicates 
contamination of water with fecal waste that may contain other harmful or disease 
causing organisms, including bacteria, vwses, or parasites such as Giardia, the cause of 
beaver fever. Drinking water contaminated with these organists can cause stomach and 
intestinal illness including diarrhea and nausea, and even lead to death. These effects 
may be more severe and possibly life threatening for babies, children, the elderly or 
people with immune deficiencies or other illnesses. The total coliform organisms 
MPNIl00mL shall be 50 or less in drinking water. 
Very high values of Biochemical Oxygen Demand (BOD) have been observed in rivers 
in India. Sabanmti (475 mgl) followed by Godavari (78mg/1) and Satluj (45mg1). 
With respect to the total Coliform Numbers and Faecal Coliform Numbers, river 
Yamuna lead with highest count of 2.6 billion MPNII00 ml and 1.7 million MPNI100 
ml respectively, which was followed by Sabamtati (2.8 million),and Ganga (2.5 million 
and 1.1 million) (Bhardwaj, 2005) 
Groundwater exploitation 
Groundwater is crucial for the livelihoods and food security of 1.2 to 1.5 billion nual 
households in the poorer regions of Africa and Asia (Comprehensive Assessment of 
Water Management in Agriculture, 2001). It is a significant source of water for human 
consumption, supplying nearly half of all drinking water in the world and around 43% 
of all water effectively consumed in irrigation (Siebert, Burke, Faures etal., 2010) 
Groundwater exploitation is a serious matter of concern today and legislations and 
policy measures taken till date, by the state governments (water is a state subject) have 
not had the desired effect on the situation In 2010, India topped the list of ground water 
abstracting countries, beating China and USA (Balaji, Connor, Glennie et al., 2012). 
over extraction of groundwater in Chennai has resulted in saline groundwater nearly 10 
kilometers inland of the sea (Ross, 2010) Water Quality has degraded due to natural 
reasons along with over withdrawal of water, insanitary conditions in rural and urban 
areas as well as increased use of fertilizers and POP's. The matter of concern in 
subsurface water are higher levels of Fluoride in several pockets of the country (about 
200 districts are being affected): Arsenic problem in parts of West Bengal, Nitrate 
problems observed in many parts of the country especially in intensively irrigated and 
high productivity regions from agriculture point of view; and in urban areas due to 
improper and inadequate sewage collection (Bhardwaj, 2005). 
Another major health hazard posed by pollution of water is the arsenic contamination of 
groundwater and its influence on the soil, plants. animals and humans, which has been 
reported from various parts of the globe at different points of times (Das, Chailerjee, 
Mandal etal., 1995: Mukhopadhyay & Sanyal, 2004). Humans are exposed to Arsenic 
toxicity mainly through food and water. Drinking water naturally contaminated with 
arsenic is the largest source of Arsenic in human body (VickySingh, Bran, Sharma et. 
at, 2010). Drinking water contaminated by arsenic is linked to bladder, skin, and lung 
cancer(Boffetta, 2006). 
The World Health Organization describes Arsenic contamination of groundwater as the 
largest mass poisoning of the population in history. Naturally occurring Arsenic in 
groundwater of sedimentary aquifers has emerged as a global problem (Bhattacharya, 
Frisbie, Smith et al., 2002; VickySingh, Brar, Sharma & Malhi, 2010). In Asian 
countries, such as Bangladesh, China, Taiwan, and India, groundwater has been 
contaminated by Arsenic (Das, Chattegee, Mandal et al., 1995; Bagla & Kaiser 1996; 
Bhattacharya, Chatteijee, & Jack 1996; Abedin, Cotter, & Mehrag 2002; Hundal, Raj• 
Kumar, Singh et aL, 2007; VickySingh, Brar, Sharma & Malhi 2010). Drinking water 
from underground wells with hand pumps can become heavily contaminated with the 
metal in certain areas where the underground water is in contact with natural metals. It 
is estimated that more than 100 million people are drinking water with high 
concentrations of Arsenic and that 200,000 to 270,000 deaths may occur as a result of 
cancer in Bangladesh alone (Hossain, 2006). Similarly, more than I million people are 
drinking Arsenic contaminated water, and more than 200,000 people may suffer from 
Arsenic•related diseases in West Bengal in eastern India (Mandal, Choudhary, Samanta 
etal., 1996; Chakraborti, Choudhary, Basu etal., 1999; Choudhary, Biswas, Choudhary 
et al., 2000; VickySingh, Brar, Sharma & Malhi, 2010). The whole of the Indo. 
Gangetic Plain has a risk of high incidence of cancer because of greater Arsenic 
concentrations in drinking water (Chakraborti, Mukherjee, Pati etal., 2003; Vicky 
Singh, Brar, Sharma & Malhi, 2010). 
A survey conducted for 27 cities by Central Pollution Control Board (CPCB) in 2008 
concluded that improper disposal of solid waste, both by the public and the municipal 
corporations is causing direct contamination of groundwater. The CPCB then called for 
proper underground sewage systems to be laid in all inhabited areas and recommended 
that a proper system of collection and transportation of domestic waste be developed 
(Acharya, 2012, August 1) 
Greenhouse Gas Emissions 
India ranks fifth in carbon emissions in the world (Hoeven, 2012) At 253 million metric 
tons, only U.S., China, Russia, and Japan surpassed its level of carbon emissions in 
1998. Carbon emissions have grown ninefold over the past forty years. In this 
Industrial Age, with the ever-expanding consumption of hydrocarbon fuels and the 
resultant increase in carbon dioxide emissions, the greenhouse gas concentrations have 
reached levels that have caused climate change. Going forward, carbon emissions have 
been forecast to grow 3.2% per annum until 2020. The report further states that a large 
share of these emissions are produced by the electricity and heat sector, which 
represented 54% of CO2 in 2010, up from 40% in 1990. CO2 emissions in the transport 
sector accounted for only 10% of total emissions in 2010, but transport is one of the 
fastest•growing sectors. 
According to the UN Framework Convention on Climate Change and the Kyoto 
Protocol, the most industrialized countries are mainly responsible for causing climate 
change (Harris, 2003). Thus, equity requires that they should sharply reduce their 
emissions in order to arrest further climate change and allow other countries access to 
their fair share of atmospheric resources in order to develop. India, China and Europe 
when considered together with present population densities, depicted significant 
increases mortality due to climatic change (Takahashi, Honda & Emori, 2007). 
1.2.1 Environmentalism in India 
Environmentalism has arrived in India too, although later India like other developing 
nations is also facing the problem of environmental degradation (Nash, Agarwal, 
Gautam et al., 2012). However, India has been a country with deep rooted 
environmental values since the ancient times (Ghosh, 2012). In the ancient and primary 
medieval period India had been a major hub for world trade as well as a follower of 
environmental ethics. With the arrival of British, came the seeds of environmental 
annihilation, which later transformed to a massive form and started to spread ruthlessly 
in the country. Western culture, masked the glorious Indian heritage of environmental 
conservation, majority Indians blindly followed the footprints of westernized 
environmental ethics (Cooper & Palmer,1998). However, in 1913 there started a small 
environmental movement in a remote Himalayan village, where group of peasants 
stopped a group of loggers from felling the trees. This came to be known as the 'Chipko 
Movement' (Guha, 2012). Guha further elaborates that this movement was not unique, 
rather it was representative of the wide conflict of natural resources in the 1970s-1980s, 
the conflict over forests, pastures, dams and fish. Later in the 1980s and 199(1s, some of 
the finest minds in the environmental movement sought to marry science with 
sustainability. They sought to design, and implement, forest, energy, water and transport 
policies that would support economic productivity and human welfare without causing 
environmental stress. They acted under the knowledge that, unlike the West, India did 
not have colonies whose resources it could draw upon for its own industrial revolution. 
The decade of 2000 saw the rise of prominent environmentalists in India, examples 
included Anil Aggarwal, one of India's leading and influential environmentalist, M 
Kishnan, naturalist and writer, Salim Ali, world renowned ornithologist and Valnuk 
Thapar, defender of the tiger (Guha, 2002; Mawdsley, 2004). They were active in 
leading and stimulating others through their personal experiences and characteristics 
(Mawdsley, 2004). 
Due to pressures from environmental organizations and activists, the government was 
forced to pass a number of legislations relating to control of pollution and conservation 
of the fast depleting natural resources. However, the developments continue to be more 
in the form of government initiatives. Not much headway can be expected unless 
industrial and individual consumers turn green and start engaging on their own in eco• 
friendly behaviors (Jain & Kaur, 20(14; Sudha, 2012). Greenpeace played a major role in 
convincing the Indian government to invest in environmental friendly power solutions 
(Loyd, 2013) Experiences from other countries have proposed that environmentally 
aware and alert and conscious consumers can play a positive role in alleviating 
environmental problems. Since consumers are a major factor in environmental 
deterioration and pollution, any environmentally responsible behavior on their behalf 
can go a long way in minimizing the problem of depletion of natural resources and 
pollution levels that have reached alarming levels in the country (lain & Kaur, 2004). 
They further state that the increase in the concern for the environment and the resultant 
demand for green products can act as a pressure point on companies to turn green and 
start marketing green products. Though the green consumer seems to be evolving 
(Jungermann & Jungemnann, 2010), there is a lack of literature in the Indian context 
(Ishaswani & Dutta, 2011; Nath, Aggarwal, Gautam, et al., 2012). 
13 CONSUMERS AND ENVIRONMENTAL BEHAVIOR 
Since the 1960s, environmental issues have gained importance in business as well as 
public policy discourses. According to the National Geographic Greendex Survey 2010, 
consumers registering the largest (2010 vs 2008) increase in environmentally 
sustainable consumer behavior were Indians, Russians and Americans. Indian 
consumers' lifestyles emerged as the most environmentally sustainable as compared to 
any of the countries surveyed by Greendex. The survey results as a whole point loan 
emerging environmental ethics in three of the largest emerging economies, including 
India. Here, as well as in Russia and China, the percentage of consumers who believe 
that environment is the single most important issue facing their country has increased 
notably. Greendex goods scores for average consumers have increased in seven mostly 
less wealthy countries, including Brazil, Russia, and Mexico, but also in the USA. Since 
2008, there has been a significant increase in the number of Americans, Chinese, and 
Indians who generally try to buy things used" or "pre-owned" rather than new. 
Consumers in most countries say that environmentally friendly product premiums are 
generally worth it to them Actions such as avoiding environmentally unfriendly 
products or buying environmentally friendly products are most common in emerging 
economies, particularly among Chinese and Indian consumers, As reported by 
MATRADE (2005) the growing environmental awareness among the Indian consumer 
has started affecting the marketing of eco friendly products. The consumer in India is 
more likely to purchase environmentally responsible products. The key for future 
marketing could be to offer new ethical and ecological responsible products and 
packaging and therefore balance the environmental concerns with commercial 
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considerations. The consumers in India are taking lead in prompting manufacturers to 
adopt technologies to produce eco-friendly products. 
Consumer-based studies attempt to determine characteristics of green consumers that 
differentiate them from other consumers. Such studies typically focus on traditional 
demographic (age, income, education) (Roberts,1996; Dianbntopoulos etal. 2003) 
and psychographic (attitudes, values), segmentation variables (Peattie, 2001; Lien-Ti & 
Simpson, 1995). In context of developing nations, several studies have investigated 
psychological correlates of environmental concern and environmental behaviors. The 
ones examining green purchase intention or behavior suggest that an internal locus of 
control is correlated positively with intent to purchase ecologically packaged products 
(Schwepker & Cornwell, 1991). That relation also holds for post- purchase behaviors 
such as recycling (Shrum, Lowrey, & McCarty 1994). Similarly, Ellen, Wiener, & 
Cobb-Walgren (1991) found that perceived consumer effectiveness, or the degree to 
which an individual can make a difference in the quality of the environment, was 
related positively to intent to purchase environmentally safe products. With regards to 
studies under green marketing in developing countries, Mittleman (2011) observed, that 
there was a steady rise in green consumer behavior studies in developing countries due 
to increase in environmental concerns. They further state that whenever a theory was 
used, the majorly used paradigm (in descending order) has been 'willingness to pay', 
'Theory of planned behavior', 'Value Theory' and 'Collectivism'. Consumerism and 
dan-Orientation nature have been used only once while grounding a research on basis 
,r theory 
A GREEN MARKETING 
of the significant references for environmental marketing is that of Hentle (1991) 
claimed that nineties like the sixties appeared to be a time, when social and cultural 
ems were increasingly gaining importance. As the self centered "me" attitude of 
Is started to fade, the consumers searched for more than just a product offering from 
;ompany. They were the new sophisticated consumers who searched for a holistic 
view of the corporate image. They altered their consuming patterns to match their 
socially responsible beliefs. McNamara's (1972) framework for measuring an 
organization's degree of marketing orientation, when adapted for green marketing, can 
be presented in the form of the following indicators (1) implementation of employee, 
supplier, community, and customer eco-education programs; (2) making available toll 
free eco hotlines; (3) specially appointed ecological and social concern marketing staff, 
(4) Planned product, with cradle to grave approach with eco-lifecycles; (5) clear 
consideration of social and environmental concerns in all strategic and tactical planning 
procedures; and (6) a clear- cut and systematic environmental scanning procedure for 
making all business decisions The adoption of a green marketing orientation by a firm is 
principally a response to the increased pressures by society upon business to meet its 
moral and ethical responsibilities, while keeping in line the basic tenants of marketing, 
as suggested by Mc-Carthy & Perreault (1984) of meeting customer needs at a profit. In 
addition, an eco-nwrketing orientation can help the organization with strategic 
competitive advantage domestic as well as international markets. Crosby, Gill, & Taylor 
(1981) segmented the customers in US on the basis of their consumers' self-designated 
"greenness" for segmenting the market (Schwartz & Miller,1991). One of the most 
pronounced social concern is the determination of the level of a company's 
environmental sensitivity. Ecological issues such as global warming, resource depletion, 
toxic waste disposal, and landfill management are items of public as well as legislative 
concern which have prompted organizations to incorporate pro-ecological values into 
their system of corporate heuristics. These issues are of increasing importance to the 
global community, with some of the developed countries even incorporating ecological 
regulations as an integral component of antitrust legislation (Polonsky, 1991). These 
changes embody the findings of strategy researchers (Khandwalla, 1977; Foxall,1984; 
Smith, Arnold & Biuell,1988; Slevin 1990: Lee & Ball, 2003; Awan, 2011) who 
suggest that successful firms tend to adapt to the dynamics of their unique 
environments, typically resulting in changes in both organizational philosophy and 
behavior. 
The "green" consumer point of view cannot be ignored. Khan, Khan & Adil (2013) 
cited that most of the consumers from various countries do not mind premium pricing 
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for green products, Greendez Survey (Sigvagnanasundaram & Whan, 2010) confirms 
that consumers in US and Western Europe were also favorable regarding recycling of 
products. They seemed enthusiastic of buying pre-owned or used products to cut their 
environmental impact In many cases, mandatory environmental legislations are also 
forcing behavioral changes in consumers. Business may adopt an eco•marketing 
orientation as a strategic response to the dynamic environments of the nineties (Clarke 
& Geri, 2004). More recently according to the Roper Starch Survey (2012), American 
consumers still expect businesses to be environmentally friendly despite the current 
economic slowdown. Three in four Americans agree that a manufacturer that reduces 
the environmental impact of its production process and products is making a smart 
business decision. 
The ecologically sensitive corporate orientation sometimes referred to as the "green" 
strategy, can originate with a firm's evaluation of current production and marketing 
practices and adjusting behavior to reflect an increased level of environmental 
awareness. This awareness is necessary since many consumers perceive that business is 
responsible for an "ample portion of the waste products generated in the country" 
(Munilla,1990) and, therefore, should be held responsible for the current ecological 
cnsis. Although the top reason cited for environmental problems were directed towards 
business, factory/product pollution is still an important issue for consumers 
(Munilla, 1990; Duffy, 2000; Wilson, Harris & Small, 2008) the focus has now shifted 
inwards. In 2011, the top reason cited for environmental problems is —Consumers, who 
are more interested in the convenience that many products provide, than in the effect 
they have on the environment (Roper Starch Survey, 2011). Keeping this trend in mind, 
a growing number of companies are making the paradigm shift in their values • from 
anthropocentric to ecocentric (which means from company centric to eco centric) not 
only because it is the night thing to do environmentally, but it also benefits the bottom 
line. Coca Cola, ConAgra, Nokia, Indian Hotel Company, S.C. Johnson, Kroeger, 
McDonald's, Mitsubishi, ITC, Nippon Steel, Panasonic, Procter & Gamble, 3M, and 
Wipro are just a few of the companies that have experienced the benefits of a ecocentric 
economic philosophy (Kleiner,1991; Porter, 1991; Saxsena & Khandelwal, 2010; 
Joseph, 2010; Khan & Khan, 2012). However, it seems to be a journey, strewn with 
many stumbling blocks-ecological, economic, technological, political, and cultural. 
Marketers, because of their catalytic position can and should take a leadership position; 
not only regarding their companies' profits, but to preserve the earth and its biosphere 
as well (Sazsena & Khandelwal, 2010).The old ways are no longer adequate. It's time 
to think new. We need to reorder our values to a paradigm that recognizes the 
partnership of humans and Earth. If humans are to have harmony with the earth, its 
resources, and its biosphere, then they should have the foresight to appreciate its 
underpinning character. They need each other, not only for survival but also for 
continued growth-economically, socially, mentally, ecocentrically, and spiritually 
(Ginsberg & Bloom, 2004). 
The American Marketing Association held its first workshop on `Ecological Marketing 
in 1975. The proceedings from this conference were then combined to form a book on 
the subject. This became the first ever book on the subject of Green Marketing. The 
AMA workshop described green marketing as, the study of the positive and negative 
aspects of marketing activities on pollution, energy depletion and non energy resource 
depletion Henion & Kinnear (1976). 
According to Polonsky (1994), Green or Environmental Marketing consists of all 
activities designed to generate and facilitate any exchanges intended to satisfy human 
needs or wants, such that the satisfaction of these needs and wants occurs, with minimal 
detrimental impact on the natural environment. After the Stockholm conference in 1972 
the UN created its first Environmental Programme and by 1984 the World Commission 
on Environment and Development was established. The commission was headed by Gro 
Harlem Bnmdtland, former Norwegian Prime Minister. In 1987 this commission 
released the report "Our Common Future". which popularized the concept of 
sustainable development. This concept subsequently became known as the'Brundtland 
definition': 
"Sustainable development is development that meets the needs of the present ivithou 
compromising the ability of futuregenerations to meet their own needs." 
This new definition does not tie the concept of sustainable development solely tc 
environmental topics; the definition can also easily be referred to in discussions abou 
economic or social issues. The above definition remains the most authoritative and 
	
nature is provided an opportunity to renew itself The life stages of products would 
broad definition of the concept up till date (Zwart, Kamphof, Hollander et al., 2012) 
According to Ottman (1998), an organization should integrate environmental concern 
into all its aspects of marketing, from new product development to marketing 
communications and all the points in between. Green marketing implies that apart from 
suppliers and retailers, community members, regulators, educators and NGO, should all 
be enlisted. 
1.4.1 The Green Marketing Checklist 
Weinreich (2011) has suggested the following mix for green marketing: 
✓ 
Product offered should be ecological, which must not harm the environment. 
✓ 
The prices should not be falsely exaggerated. Genuine pricing must be the norm. 
The extra expenses should be promoted heavily as green premium. 
✓ 
Distribution and logistics is of crucial importance in green marketing and the 
focus is on ecological packaging. Marketing local products easier to be marketed 
green than imported products. 
✓ 
The communication with the market should stress on green aspects. Like if the 
company possesses green certification, it should be heavily publicized to 
improve the firm's image. If the company spends towards environmental 
conservation, it should be advertised. However it must be kept in mind that 
green products need special sales promotion. 
include the following (Lozada, 1992): 
Stage 1: Development stage. Traditionally characterized as the acquisition of 
raw materials, component parts, and subassemblies. The alternative approach 
advocated here encourages manufacturers I) to check the environmental 
programs of suppliers, 2) to require minimal packaging of inputs, and 3) to 
consider sources of materials that could be easily replenished or that are 
recyclable 
Stage 2: Production stage. Manufacturing companies encourage reduction of 
emissions, toxicity, and waste, and to conserve water and energy. Alternative 
uses for waste products is also encouraged (i,e., waste recovery process), to 
revise the manufacturing process(es) to minimize waste generation, to minimize 
energy use, and/or to attempt to find alternative sources of energy. 
Stage 3: ConsumptionUsage stage. Minimization of packaging, conservation of 
energy, and minimization of waste from product maintenance and service are 
strongly urged. Additionally, companies should promote energy conservation 
and should provide information on recyclability or reuse of the package or 
"dead" product 
Stage 4. The final stage of a product is its disposal, Green marketing introduces 
the concepts of reuse and recyclability. in addition to the concept of waste 
reduction 
1.4.2 Stages in Greening of Product Life Cycle 
Green marketing emphasizes the belief that companies should be concerned with what 
happens to a product during and after its useful life. Companies may manifest this 
concern through experimentation with ways to reassess and redesign the product life 
stages. Life cycle reassessment focuses on environmental considerations in product 
development and design, including energy and material inputs, and outputs in 
production, consumption, and disposal of products. Eco•efciencv refers to the proper 
timing for the use or consumption of natural (and oftentimes scarce) resources so that 
1.4.2 Green Marketing in India 
Khan & Khan (2012) have suggested companies in India are feeling the pressure to 
adopt green, as many of their western counterparts have already done. Part of it can be 
attributed to the pressure to conform to governmental regulations but it is also a result 
of the sense of responsibility, community service and self realization on the part of 
companies. Green marketing in India is still in its infancy. However, the growth of 
green marketing cannot be ignored in India. Following table shows some of the green 
initiatives taken by the companies in India. 
Table 1.1 Green Initiatives in India 
COMPANY GREEN INITIATIVES ADOPTED 
HCL COMPUTERS Launched India's first PVC free eco friendly notebook computer with S 
star energy ratings 
WIPRO IT Launched eco-friendly laptops; established around 11 e-waste collection 
centers; has 12 of itscampuses as certified gran buildings 
MRF.TYRES Launched eco- friendly tires offering better fuel efficiency 
MAHINDRA AUTO Acquired major stake in electric car 'REVA', to address the growing 
customer demand for better lifestyle and healthy environment 
ACC CEMENT Introduced a special kind of cement 'Concrete +'. It uses fly ash, an 
industrial waste, for its manufacturing, thereby contributing towards 
waste management 
VIVANTA The hotel follows the guidelines laid at the United Nations Earth 
Summit. The green benchmarking is certifies by leading worldwide 
HOTELS 
certifier Green Glohe 
Source: Prepared by researcher 
Green marketing is a tool for protecting the environment for the future generation, it has 
a positive impact on environmental safety. Because of the growing concern of 
environmental protection, there is an emergence of a new market which is the green 
market. For companies to survive in this marked they need to go green in all aspect of 
their business. Consumers want to identify themselves with companies that are green 
compliant and are willing to pay a premium for a greener life style. As such, green 
marketing is not just an environmental protection tool but also, a marketing strategy. 
And as above examples clearly indicate, green is fast catching up in India too. 
1.5 INDIAN MIDDLE CLASS 
India's growth rate has accelerated over the past few decades. With the increase in 
(house hold) income the consumptions have soared and new middle class has emerged 
(Shukla, Dwivedi & Sharma, 2004). Analyst have projected that India will become the 
fifth largest consumer market by 2025. As the incomes are forecasted to rise, more and 
more people will move high up the consumption ladder, the middle class alone is 
expected to swell from 50 million to 583 million (The 'Bird of Gold': The rise of 
India's Consumer Markets, 2007). The importance of middle class comes from the fact 
that it is growing at a faster pace than the overall population which points at an 
increasingly larger market for companies and seemingly new challenges for policy 
makers (The Middle Class in India, 2010). 
It has been observed that urban areas will see the fastest income growth, with incomes 
increasing by as much as 5.8% by 2025. Around 62% of the consumption will be seen 
by the An areas, despite the fact that they will only comprise of 35% of population. 
Within urban arias there will also be middle tier and small tier cities that will comprise 
a substantial number of urban consumers. 
The National Council for Applied Economic Research (NACER), (which has also been 
cited by Mc Kinsey International) has based on real annual disposable income broadly 
categorized the Indian consumers as follows: 
Globate: Globals form the group of consumers earning over Rs I million per annum. 
Households in this category comprise of people who can afford a global lifestyle. This 
group generally consists of senior business officials, large agricultural land owners and 
top tier professionals. However it also includes midlevel executives and graduates from 
India's best colleges who were offered the highest salary in the country. 
Striven. Strivers are the group of people having an annual disposable income of Rs 
500,000 to Rs I milon per household. This group consists of people who are highly 
successful who have established sources of income and have substantial savings. It 
includes business people, professionals, medium scale industrialists and government 
officials. 
Seekers: This group has the annual disposable income of Rs 200,000 to Rs 500,000 per 
household. It is the most varied economic group in terms of attitude, employment, age 
and other variables. It includes freshly out of college as well as medium scale 
businessmen and traders officials as well as mid level government officials. 
Aspirers. The disposable income for this group makes upto Rs 90,000 to Rs 200.000 
per household. This group comprises of small farmers, low skilled workers, and small 
shopkeepers. They spend about half of their income on basic necessities. 
Deprived: They form the poorest household in the country earring less than Its 90,000. 
They generally depend on unskilled or low skilled activities. They generally depend on 
seasonal employment. 
Figure 1.1 Graph Representing The Projected Rte Of 'Seekers' 
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The present study has included people who come from 'Seekers', as they are the most 
varied section and it will also be the segment which will see maximum growth in the 
coming years. 
1.6 RESEARCH PROBLEM 
Green consumerism is a topic which has gained growing consideration over the years. It 
can be concluded from the present environmental situation that this attention is only 
going to increase in the future. However even due to its increasing popularity research 
in the area has not been popularised in India. The researches in India have been 
confined in finding out willingness to make green purchases by Indians (as reported in 
Greendex survey, 2012; Gallup Survey, 2011) though these surveys have help conclude 
that Indians as a whole are a green community. They fail to measure, the effects of 
green marketing communication over the consumer. 
While the picture in terms of environment looks grim, a silver lining comes in the fact 
that the Indians have come to realize the importance of environmental concern and are 
ready to mould themselves to suit the environment and not vice versa (Khan & Khan, 
2012) 
Attitude•Behavior Link, a relationship complex in itself, still needs to be given a proper 
consideration here. Though researchers have tried to explore the association, 
(Manaktola & Jauhari, 2007; Ishaswini & Dutta, 2010; Jain & Kaur, 2010) none of 
them have ever tried to introduce a model which can clearly define the correlation 
between the two. Researchers in developed countries have worked on the Green 
marketing model, and tried to define various variables and their corresponding impacts 
(Chan & [au, 20(.4; Follows & Jobber, 2000; Khalafatis, Pollard, East & Tsogas, 2001; 
Laroche & Barbaro•Forleo, 200I). However this kind of study seems to be lacking in 
India and it appears that there is a need to explore this relationship acutely, to 
understand the mindset of the Indian consumer. It would be interesting to find the 
responses of the community which has been projected as an environmental friendly lot 
in various surveys. 
In the present research, an attempt will be made to synthesize the various factors 
associated with green attitude and behaviors, as well as it will try to explore the attitude• 
behavior link, corresponding to green marketing. It is expected that the proposed model, 
together with other important findings of the present research, will be of help to the 
marketers and future researches wanting to explore the area further. 
1,7 OBJECTIVES OF THE STUDY 
The study was undertaken keeping the following objectives in mind: 
i) 	To explore the factors effecting the attitudes and behavior of consumers with 
respect to environment. 
ii) 	To modify, refine and cross validate a scale measuring environmental 
attitude and behavior which can be used for further researches. 
Achim Steiner, Director (UNEP) said in his speech in 2011 about India, while 
announcing it the global host for World Environment Day, that India is "at the forefront 
of some of the 'green shoots' of a Green Economy that are emerging across the globe" 
iii) To propose and test the attitude•behavior link, model for green marketing in 
India 
iv) To examine the effects of demographics (gender, income and education) on 
green marketing. 
1.8 SIGNIFICANCE OF THE STUDY 
The question of why green marketing has increased in importance is quite simple and 
relies on the basic definition of economics. Economics is the study of how people use 
their limited resources to try to satisfy unlimited wants (McTaggart, Findlay & Parkin, 
1992). Humans have limited resources on the earth, which they must attempt to provide 
for the worlds unlimited wants. The market societies are dominated by "freedom of 
choice", and it has generally been accepted that individuals and organizations have the 
not to attempt to have their wants satisfied. As fimu face limited natural resources, 
they must develop new or alternative ways of satisfying these unlimited wants. 
Ultimately green marketing looks at how marketing activities utilize these limited 
resources, while satisfying consumers wants, both of individuals and industry, as well 
as achieving the selling organization's objectives (Polonsky,1994). 
The present study can be of vital use for academicians, marketers and advertising 
companies alike. If the complex associations between attitude and behaviors are 
understood, the above class of people can focus on their products keeping in mind the 
consumer attitudes and behaviors. They can further increase their competiveness and 
also focus on the niche markets for green products, if any. It will also be beneficial for 
the consumers as they will then get what they expect, from the marketers. 
Further, the model generated will help the marketing personnel to understand whether a 
positive attitude towards environment will lead to a positive environmental buying 
behavior. This way the marketers can focus on factors that would influence the 
consumer's behavior rather waste their resources on unproductive campaigns. It would 
help them to plan and execute their marketing strategies effectively. 
The expected benefits of the study are listed as:  
1) The study will attempt to identify if the attitude and behavior link, is positively 
related and whether positive attitude towards environment really leads to 
positive behavior. 
2) Indentify the factors that lead to environmental friendly buying behavior. 
3) Test the applicability of the scale, introduced by the researcher in India. 
4) Refining the above scale to suit the Indian context. 
5) Cross Validate the refined scale on a new sample 
6) 'Be study shall provide a clear understanding of the existing literature in the 
area of green marketing. 
1) The model developed will help provide a wider understanding of the attitude• 
behavior relationship with regards to green marketing in India. 
8) The explanation of environmental attitude and green marketing behavior with 
respect to demographics, will help tailor advertising campaigns based on the 
basis of differences based on income, age, education and gender. 
A major objective of the study would be the application of Structural Equation 
Modeling (SEM) technique to test the hypothesized model. SEM is statistical 
technique used for testing and estimating causal relationships, using statistical data 
and qualitative causal assumptions (Sewall, 1921). 
1.9 SCOPE OF STUDY 
This study attempted to target the Indian respondents from various occupational groups, 
for the purpose of refinement and then cross validation. The data was collected in two 
phases, for the first phase the respondents belonging to cities from Mumbai, Delhi and 
Aligarh were considered. The occupational groups covered included engineers, 
managers. home makers and students. During the second phase, the scale was cross 
validated on a fresh sample comprising of students from a major central university and 
educational institutions. The same sample was also used for model building and 
construction (SEM). The rationale for selecting students was that students tend to be 
more aware of the current scenarios. Also they tend to form the future buying group 
and/or are able to influence the buying decision at their homes. Previous researchers 
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have also selected students as their samples for green research (Lindgvist, 2010; Lee, 
2008; Kilbourne & Polonsky, 2005; Zelenzy, Chua & Aldrich, 2000; Straughan & 
Roberts, 1999; Schlegelmilch, Bohlen & Diamantopoulos, 1996; Martin & Simintiras, 
1995). The study covered students enrolled in a Central Government University. Further 
to gauge the response for teenagers, with the permission of school authorities students 
enrolled in various Senior Secondary Schools were contacted The most commonly used 
scale to measure environmental attitude, the New Environmental Paradigm (NEP) scale, 
developed by Dunlap & Van Liere (1978) and the most frequently used scale to 
measure environmental behavior, and the Green Gauge questions developed by Roper 
Starch Organization (1990) have been used to capture the attitude~behaviorassociation. 
1.10 SUMMARY 
This chapter presents the background for the research. It discusses the environmental 
issues in the world and India. The concept of green marketing has been discussed in 
short. Further, the objectives for the present study have been presented, followed by its 
significance and scope. The next chapter deals with literature review on researches on 
green marketing. 
U 
	
CO a~ w 	uo m0 
Y Y «  
G z 	~~ti S~ti~o 2 
c ~~ ~~n ~r~n:avB, ci $  
V 	r - 	N 	mu Q j u  cu oar' c..5 _5 ó0 
L M O ~1   A ~ E Y p 
Q 
M 	 g 
~i.GW oc 	E 
aaa uu< 
0 
o.  
0 
E 
u < 
• 
N 
{L 
pF, 
M  
h Vl 
a z 
;< 
h W u 0r 	C 
h  h h 	14 	h 
a 	s 
U 
U 
• r« J W 
9 an . 0. ao ~a 
_o NO 
00 
a, ^ om "u o 
vc aC a a d 1 aC av,v~ c cr c 
a 
0 
G ~ 
8'« 
V 
8 0 
L L 0 
:1 
z 
3 
- N D 
M , 
K; 
K,: 
y1 
f~1 
N 	70 
M r 	, 
N ` 
Y « y 
0 
V ' 
0 	'n  
9y 
zc C Y V 
ua~ 
D 
cif 
U °% I. 
	 U 
U 
V 	< 
C 
v 
E 
0 
N 
N rQ 
NG 
' 	o 
N.GQ 
R Ca 9 
NG 
h 
NC 
L 
C 	C C 	b 	9 	0 .. 
-0 u 	y 	
p 	U ~ G 	 F~ 	
_
~ 
I. 
 
w ~ 	C 	Eh 	 ~E 	~ 0 ~« 
69 0 0 7~> C t (CQ ~~ «w ` 	0.m 
J ^C C 6V,! 	OE Au SOU V1 
f- 	IL L UWX 02 `"0 a a 0E nr 
28 
CHAPTER 2: LITERATURE REVIEW 
This chapter presents the review of literature in the context of green marketing. Further, 
an attempt has also been made to synthesize studies on green marketing and pro 
environmental attitude and behavior exhibited by consumers, relationship of consumer 
demographics with green marketing, and link between green attitudes and green 
behaviors is also discussed. 
2.1 INTRODUCTION 
Shrinking natural resources, overflowing landfill sites, pollution, depletion of the ozone 
layer, and the greenhouse effect have all come to challenge human existence. Not 
surprisingly, some surveys show that people's attitudes reveal quite a bit of 
environmental concern, suggesting that a general environmentalist attitude is becoming 
more and more prevalent (Kempton, Boster, & Hartley, 1995; Kaiser, Ranney, Hartig & 
Bowler,1999). Environmentalists such as Al Gore (2000) and Thomas Friedman (2008) 
have advocated the need to preserve the environment. 
This concern regarding the environment has rubbed off on the new age consumer too. 
There is a growing demand of eco friendly products which are gentle on the 
environment. More•and•more consumers are interested in gaining better understandings 
of the consequences their everyday products create, both short-term and long-term, on 
the planet as well as their physical well-being. According to Shenoy (2010), the word 
green has not only effected the production and manufacturing of the companies but has 
also made an impact on how they market themselves as green. Green marketing can be 
said to have become a tool for the companies to help project themselves as greener or 
environmental friendly. Under such circumstances where the consumer has become 
more conscious and educated regarding the environment. Green marketing plays a 
crucial role in building relationship between the consumer and the company. 
Environmentally responsible technologies and practices can help consumers reduce cost 
and simultaneously raise productivity. Consumers, world over, have a variety of 
different concerns, whether it is the deforestation of their native lands or the desire for 
clean air. This environmental knowledge propels an interest in connecting any trends or 
linkages between the growing occurrences of medical conditions and diseases with the 
products that we consumed. In addition, consumers worry about the effect of repeated 
exposure to both our planet and us. This desire for knowledge fuels their purchasing 
patterns. As observed by Sham, McCarty, & Lowrey (1995), the green consumer must 
be treated carefully and, in particular, with respect. They appear to be careful and 
thoughtful consumers. Treated fairly, they may be receptive; treated poorly they may 
not only switch brands, but also take others with them (Murphy, Graber & Stewart, 
2010; Brady, 2010). Due to the diminishing availability of natural resources, such as oil 
and water, this "greed" interest is also creating a concern for conservation. 
Sustainability concerns climate change, toxic substances, ethical sourcing, and extreme 
utilization are at an all time high with consumers and media (Murphy, Graber & 
Stewart, 2010; Brady, 2010). 
There is a growing interest for environmental and ethical issues in consumer behavior, 
and a number of studies have examined various aspects of socially responsible 
consumption, 'green consumerism' and ethical awareness in general (Anderson & 
Cunningham, 1972: Webster, 1975; Uusitalo, 1990b; Pieters, 1991; Berger & Corbin, 
1992; Creyer & Ross, 1997; Shaw & Clarke, 1999; Shaw & Shiu, 2003; Thogersen & 
Olander, 2003; De Pelsmacker, Driesen, Rayp 2005; Shaw, Grehen, Shiu & Hassan, 
2005: Fraj & Martinez, 2007; Moisander, 2007; Sehrawat & Kundu, 2007; Uusitalo, 
2008; Ismail & Ali, 2008; Sinnnapan & Rehman; 2011). Concern for the environment is 
linked to consumer behavior, and consumers are assumed, to some extent, to take an 
active pan in solving environmental problems by recycling and choosing environment• 
friendly products and ways of life (e.g. Uusitalo, 1986; Thogersen, 1996, 1999; 
Uusitalo, 2008; Newton & Meyer, 2010). Several research studies are based on the 
premise that people's response to environmental appeals is linked to the confidence that 
individuals can positively influence and contribute to the solution of environmental 
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problems (Ellen, Wiener & Cobb4Valgren,1991; Sehrawet & Kundu, 2007; Manaktola 
	
influences its image, social identity and business activities. Handling this issue well can 
& Jauhari, 2007; Ismail & All, 2008; Tantawi, O'Shaughnessy, Gad et al., 2009; Chen, 	 not only sustain a company's competitiveness, but also increase its market share and 
2009; Ahmed Shah & Ahmed, 2010; Sinnappan & Rahntan, 2011 and Sarmasinghe, 
2,2 GREEN MARKETING 
Green marketing first came to notice in the late 1980s and early 1990s. Though the first 
discussion regarding it dates back to 1975, when the American Marketing Association 
held its first workshop by the name of "Ecological Marketing". As a result, in 1975 
there came the first book on this subject titled "Ecological Marketing" (Henion & 
Kinnear 1976), And then followed a number of other books on the subject (Charter 
1992, Coddington 1993, Ottoman 1993). 
The calamities around the world have generated greater awareness and concern for the 
environment, which has been noticed in the changing behavior of the present by 
consumer. The phenomenon did not go unobserved by the marketers and they were 
quick to adapt to this change (Moor & Mohammad, 2012), Further, they also realized 
that consumers were also concerned about the companies' impact over the ecology and 
preferred producers' whose operations had minimum effect over the environment. 
Hence, the birth of a new concept in the realm of marketing, namely Green/ 
Environmentab Ecological' Sustainable Marketing. 
Though, there is no universally accepted definition of green marketing (Franjic, Paliaga 
& Flego, 2009). The core idea of green marketing is carrying out all the normal 
marketing activities that include and enable the exchange of products and services 
without harmful effects on the environment or activities that reduce one's own effects 
on the environment. In fact, primary objective of green marketing is to satisfy company 
objectives and customers while simultaneously minimizing its effects on the 
environment. 
Green marketing is a worldwide phenomenon and an important part of present by 
company's management function. The way, a company deals with this issue directly 
customer loyalty (D'Souza, Taghian, Lamb & Peretiatkos, 2006). Many companies 
recently have claimed their products, services, or working environment, meet green 
environment standards • such as ISO 14000. Unfortunately, however, most people 
(consumers) believe that green marketing refers only to the promotion or advertising of 
products and services with environmental characteristics. Some even think of green 
marketing as just the recycling activities.of the community (Polonsky, 1994; Khan & 
Khan, 2012). 
Interestingly, Melillo (1998) in his study found that 64% of the respondents couldnt 
name a "green" brand; even 51% of those who considered themselves to be 
environmentally conscious were unable to name one. Melillo (1998) further observes 
that words like eco-friendly, fuel efficient, biodegradable, natural and organic are used 
in different categories to emphasize green, but can confuse and cloud the mind of 
consumers. Branding experts however consider green marketing to be especially tricky 
because the public seems poised to accuse disingenuous companies of greenwashing 
(Melillo, 1998). According to American Marketing Association definition, marketing is 
the process of planning and executing the conception, pricing, promotion, and 
distribution of ideas, goods, and services to create exchanges that satisfy individual and 
organizational objectives. The following definition explains the conventional outlook 
towards marketing, something which was being followed for decades. However, green 
marketing has given it a new variation. 
Green marketing is a popular form of marketing. Classical marketing forms the 
basis of green marketing. Like marketing, green marketing includes different 
people and different department in the process, from the manufactures to the 
consumers. It is a long and complex chain, not one man or one place. Every part 
is important and necessary, which is one member of the integrity. Product, price, 
place, promotion are not only basic but also important factors in green 
marketing (Wang, 2007). 
Thus, green marketing includes a wide range of activities, like product modification, 
changes in the production process, changes in product packaging, and changing the way 
a product is advertised, The terminology used for green marketing has varied from: 
Green Marketing, to Environmental Marketing and Ecological Marketing (Khan & 
Khan, 2012). 
Table 2.1: Defnidons of Green Marketing  
Pokesky (1994) Gran or eaviraonnrenul marketing consists of all activioa designed to 
generate and facgiute any exchanges intended to satisfy human nab 
or 
	
an 	such that the satisfxtion of these nails and wants waits, 
with minimal deuimenat impact on the naturd tovironmeat. 
McDooagh & Prothao conebeusive management process of recogninng, forecasting and 
(1997) fulfilling the needs of customers sod society in a profnabk and 
su~ainable manna. 
Amon & Tomas (2006) Green marketing can be defined as a way of understanding exchange 
rclaooahips comisung of per& urçlcmeniing and controlling a 
policy of product price, promotion and distrilx oo that simultaneousty 
satisfy cuss mar needs and the objectives of the organization, 
minimiinng any 	 've effects caused to the natural environment. 
Ward(n.d) Green marketing refers to the process of selling products candor 
services baud on their cavascazazauemal benefits. Such a product or 
service may be rnvuoamroUlly Gi ndly in itself or produced and/or 
eel in an enviraimcotall 	friendly  
* prepared by marcher 
At the AMA (1975) workshop ecological marketing was defined as: 
The study of the positive and negative aspects of marketing activities on pollution, 
energy depletion and non energy resource depletion (Henion & Kinnear,1976). Though 
this definition can be useful for the starters a more comprehensive definition of green 
marketing is required, which can cover the broader picture. Different researchers have 
different views regarding this topic, however the most apt definition of all the ones 
The above definition covers the fact that exchange between the consumer and the seller 
should be such that it makes minimalist negative impact on the environment. Thus the 
definition includes the traditional approach towards marketing, "All activities designed 
to generate and facilitate any exchanges intended to satisfy human needs or wants" 
(Stanton & Futrell 1987) and also incorporates the ecological factor. 
Wong (1996) in his work obser.'es that green marketing as defined by AMA is based on 
the following: 
I. From the retailing aspect: the marketing of products that are presumed to be 
environmentally safe; 
2. From social marketing aspect: the development and marketing of products 
designed to minimize negative effects on the physical environment or to 
improve its quality and; 
3. From the environments aspect: the efforts by organizations to produce, promote, 
package, and reclaim products in a. manner that is sensitive or responsive to 
ecological concerns. 
The above definitions of green marketing clearly indicate that regardless of their authors 
and sources, they all underline ecologically acceptable behaviour in the producer-
customer domain. Green marketing can be said to comprise of: 
a) Green products- Production of products those are ecologically acceptable. 
b) Green packaging- Green packaging would essentially include practices of 
packing the products in ecologically acceptable products. Or minimal packaging 
of the product would also be considered under the domain of green packaging. 
c) Green prices - Although the fact that customers are sometimes willing to pay 
more for ecologically sound products, these features should not be a pretext for 
increasing the prices of products. 
d) Green communication- deceiving the customers is unacceptable when it comes 
to advertising non-existent "green" features. 
Discussing socially responsible behaviour, today it is not sufficient for companies to 
merely state they care about the environment within their corporate strategy. Things 
have changed and customers express their interest, want to learn more about 
environmentally related issues and they want to act responsibly. Companies can no 
longer deceive them with stories about socially responsible behaviour unless they truly 
implement it. Deceptions and false green products may cause irreparable harm both for 
their reputation and image and for the overall turnover caused by loss of part of 
customers. A growing number of today's marketing experts counsel companies not to 
use the in socially responsible behaviour (SRB) or ecologically acceptable product in 
their advertising campaigns unless they implement measures related to environmental 
protection primarily within their own company (Franjic, 2009). 
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21.1 Differences between Classical Marketing Approach and Green Marketing 
	 "green" and satisfy a customer's functional and emotional needs regarding the 
Approach 
Change has always been inevitable. The global scenario has always been dynamic, 
which also gets reflected in the functioning of businesses. It is this change which has 
brought about transformation even in the marketing perspective. The new marketing 
scenario, unlike the classical one not only focuses on the functioning of the products 
and how they look and feel, but also focus on what its effect would be on the ecology, 
during its life and even after. The rhythm of changes, global ecological problems, global 
business, growing dependence on networking and mutual exchange of various 
organizations, without obvious and fixed borders, sets new challenges for marketing 
both professionally and scientifically (Franjic, Paliaga & Flego, 2009). 
Due to this reason, classical marketing, defined as "social and management process 
whereby, through creation, offer and exchange of products of value with others, 
individuals and groups get what they reed or what they want" (Kotler, 1994) can no 
longer meet growing market needs of "green" customers. Classical marketing is based 
on discovering, developing, and sale of products and services whose price, quality, and 
characteristics will best fulfil customer needs without taking into consideration a wider 
social sensitivity (Franjic et al., 2009). When it comes to green marketing, the 
objectives are much more composite, as Ottoman (1998) has given: 
I. Development of a product that would concurrently satisfy needs and desires of 
customers with regards to quality, price, and convenience, with minimum 
influence on the environment. 
2. Projecting a quality image of the product as well as the manufacturer with 
respect to environmental sensitivity. 
The implementation of green marketing brings about a change in the association that 
exists between the customer and the manufacturer. People correspond with the "green" 
lifestyle with respect and awareness of the environment. They not only appreciate the 
material but the spiritual aspects of life too. People today are concerned for their 
surroundings and the situations in which they live. It is due to this growing need and 
demand of the customers that the companies are producing newer products that are 
ecological impact. 
Table 2.2: Difference between Classical Marketing and Green Marketing 
Classical marketing Green marketing 
Customers Customers with their Human beings with 
Lifestyle their lives 
Products "From the cradle to the "From the cradle to the 
grave" cradle" 
One size 61s all products Flexible 
Services 
Marketing concept Sales orientation Educational 
Final values Values 
Company Reactive Proactive 
Independent Interdependent 
Competitive Cooperative 
By department Holistic 
Short•tenn orientation Long-term orientation 
Profit maximizing Double final target 
Soiree: Adapted from thtman 11997) 
In short, basic differences between classical and green approach have to be sought in 
the proactive opinion of "green" companies, which is also one of the sources of its 
competitive advantage. The essence of proactive "green" approach lies in continuous 
learning, specialization, research, introduction of new technologies, use of new 
alternative materials, discovering and fulfilling still undiscovered desires and needs of 
customers at the same time complying with ecological standards. In fact, "green" 
companies, as opposed to "classical" companies, carefully choose their partners, 
suppliers, and distributors. Partnerships and collaborations of "green" companies are 
made such that they also enable compliance and integration of ecological values into the 
whole chain of production (Khan & Khan, 2012). "Green" companies give priority to 
longterm goals. Together with the realization of profit, they also want to contribute to 
society and protect the environment. 
2.2.2 Strategies of Green Marketing 
In order for a company to generate long run benefits it should induce green marketing in 
its functions. Right from innovation of the new product to its distribution and even it's 
after effects should be thought about by the company. Green should be introduced not 
only in the product but in the life and blood of the company too. Simultaneous 
fulfilment of social obligations and business objectives may be difficult or alnast 
mpossible for a company with no developed appropriate strategy. In developing a 
uccessful green strategy, the company must consider the following questions: 
1. How to educate the consumers to responsibly use, spend and dispose the 
products? 
2. How to make the company ecologically friendly or'Green'? 
3. Who all can collaborate and do business with us (company)? 
4. How to develop a new genre of products? 
S. How can the company contribute to restoration of environment? 
:ording to Polonsky's (2001), view the following is needed for successful green 
rketing: 
I. Successful market segmentation and concentration on selected market segment: 
A company focussing on green, needs to focus on the market comprising of the 
green consumers. The company can run ads for its products in green focussed 
media. It can also innovate of a new green product along with its existing 
products. Or the company can altogether launch a new strategic business unit 
aimed at green. 
Developing a new generation of "green" products: Insufficient production 
processes and poor designing of products can be very hannful for the 
environment, this is why the companies should consider possible negative 
effects on the environment and minimize them at the beginning of New Product 
Development (NPD). 
3. "Green" positioning: Companies interested in positioning themselves as green 
should make sure that all the activities that it is involved in supports its projected 
image, o as not to cheat the consumers as well the media. 
4. Deciding about "green" prices: Consumers today are willing to pay only a 
small premium or no premium at all for the green products. Pricing may become 
a cause of concern when it comes to selling the product in the market, as its 
manufacturing may be expensive due to new technology involved. It therefore 
becomes the responsibility of the manufacturer to decide upon the pricing of the 
product 
5. Applying "green"logistics: Distribution of goods can also be designed such that 
they leave minimum impact on the environment. Mere reduction in packaging 
and wrapping can contribute to a large extent in reducing the waste and saving 
paper. Efficient inventory management can also contribute in minimising 
wastage in a big way. 
6. Changing the attitude to waste.' Waste generated may not always be a does not 
necessarily have to be an unhelpful result of production processes. A newer 
understanding of the idea of waste has given birth to a new market of recycled 
products. Also it may be so that which is deemed waste for a company may be a 
raw material for another. Eg some American wineries' waste maybe later turned 
into fertilizers. 
7. Applying "green" promotion: Successful promotion depends on choosing the 
right strategy and media for promotion of green products. Any kind of greet 
promotion becomes neutral unless it supported by corresponding corporat 
activities. 
8. Creating "green partnerships.' It may be sometimes possible that a compan 
may not have proper knowledge about 'green marketing', under sui 
circumstances the company can resort to making strategic alliances with oth 
companies, who already have been using green marketing. These kinds of grey 
partnerships can aid in flow of necessary knowledge and information f 
development and effective implementation of green marketing. 
2.2.3 Green Marketing Mix 
If green marketing is considered as form of marketing which supports ecological issue 
then it should also consider the ecological perspective when it comes to applyii 
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marketing philosophy (Khan & Khan, 2012). Each element of the marketing mix must 
have a green outlook, before developing and introducing the product in the market 
(Franjic, Paliaga & Flego, 2009; Yazdanifard & Mercy, 2011; Khan & Khan, 2012; 
Singh & Pandey, 2012). 
a) Green product — a product is "greed' if it carries out the needs of the 
consumer , along with having no or minimum impact on the 
environment. And this does not only include the use or disposal of 
product but also the company which is involved in producing it. The 
company should not have endangered the flora and fauna, any animal 
species or people. New innovations in this field promote social value and 
ecological protection. Green products are simpler, conserve energy and 
generate minimum or no waste. 
b) Green price — for a company to transform itself into "green" company 
that tries to minimize its hardl effects on the environment may be turn 
out to be an expensive exercise. Ottman (1997) pointed out that 
consumers are actually not interested in paying more for a product 
declared "green". It is for this reason the marketers need to pay emphasis 
on the pricing of the product. Bringing in clean technology, sourcing new 
renewable sources of material, confirming with new legal laws and 
taking other steps in transformation of the company becomes a costly 
affair which in turn might increase the cost of the product. The company 
in such a case has to adjust all the expenses with the new technology 
they brought in and the expenses of implementation of new ecological 
standards. The premium charged by the organization should be heavily 
promoted on the Green aspect of the product. 
c) Green distribution — distribution of products is one function which when 
turned green has the maximum effect on the environment. Distribution 
includes transportation which is possible only with the help of vehicles, 
which have a direct bearing on the environment. Adopting 
environmentally friendly vehicles whose modification may minimize 
unwanted effect on the environment can be a major contribution in the 
way of greening. Reverse logistics is one of the ways which can help 
reduce waste in big way. It is a system in which the consumers return the 
packaging,  wrapping and used product to the producing company (since 
2008, obligation of all companies with ISO 9001 standard). These 
returned products can be a source of savings for the producer company 
as it can use these returned material in the production of new products. 
d) Green promotion - green promotion would include all forms of 
marketing communique, advertising and other forms of marketing 
communication, that is to say advertising, sales, publicity, personal sales 
and public relations. The job of green promotion would essentially be to 
introduce green products in the market, create a customer demand for 
such products, and provide additional information and to promote the 
company as a green company and also to create awareness regarding the 
ecological problems. 
2.2.4 Green Marketing Strategy Matra 
Ginsberg & Bloom (2004) had come to a conclusion that there was no strategy for green 
marketing that could be singled out for the organizations. However, they developed four 
strategies to define the companies on the scale of green. These ranged from silent "lean 
greens" to more aggressive "extreme greens". They point out that these strategies 
should be derived from the green markets in the industry and the ability to differentiate 
their products on the basis of greenness. (Baverstam & Larsson, 2009) 
Lean Green: These are the companies that do not emphasise on marketing their green 
characteristics. Their interest lies in reducing the costs while indulging through 
environmentally friendly activities. Thereby creating a lower cost competitive 
advantage rather than focussing on the greener one. Although these companies act a 
good corporate citizen, they hardly advertise it. Such companies do not believe in 
making money from the green market. Instead, they follow green practices to comply 
with regulations and finding preventative solutions in the long run. Lean greens are 
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always concerned of the fact that if they project their product as green, they may 
amplify the standard of their product, and may not be able to live up to the customer's 
expectations always. They do not want to advertise their green features as they feel it 
may not be appropriate for their product Lean greens believe that creating a separate 
brand to be advertised as green is a safer approach. 
Figure 2.1: Green Marketing Strategy Macrae 
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Source: Adapted Born Ginsberg &Bloom (20(4) 
Extreme Green: Extreme Greens are based on holistic philosophies. They try to 
integrate ecological issues in their processes and product life cycle. Ecological concerns 
have been a major driving force behind these companies from the very beginning. 'They 
engage in total quality environmental management, life cycle, pricing approaches and 
manufacturing for the environment. Extreme Greens manufacture for the niche market 
~Y. 
The companies interested in adopting green strategies must keep an eye on how its 
competitors are pursuing the potential target segments. A company must look for 
competitors in the green segment and try to answer questions like, whether it is 
necessary to match their approach, and how can they outsmart their green competitor 
(Ginseberg & Bloom, 2004). As Omnan & Terry (1998) have noted, that many a 
companies have become socially responsible today. Practically every website of a 
company today have dedicated sections on 'Environmental health and safety', 
'Corporate citizenship' and 'S'istainability Reporting'. As public scrutiny has risen in 
the past decade, corporations have stated to integrate environmental concerns in their 
services and product developments. They have come to realise the importance of 
proving information to the customers regarding the environmental impact of their 
product and its manufacturing process. 
~fensive Green: Defensive Greens use green marketing as a precautionary measure, 
a response to crisis or as an action taken in lieu of their competitors. They follow the 
:en marketing path, because they do not want to lose out on the customers in this 
y~ment. Defensive Greens do not believe in spending aggressively on green marketing 
they do not want to increase the customer expectations. Heavy promotion is avoided 
less it guarantees sustainable competitive advantage. 
jaded Green: Shaded greens make considerable financial and non financial 
vestments in environmental friendly practises, but choose not to do so as they can 
in more by highlighting other attributes. Green benefits are promoted as secondary 
nefits. 
2,25 Problems with Green Marketing 
It does not matter why a firm adopts green marketing, there are a number of potential 
barriers they must overcome (Polonsky,1994). The marketers must take special care 
against misleading the consumers regarding their green marketing claims. Precautions 
must be taken to avoid breach of any environmental laws laid down by the government. 
However, like classical marketing, green marketing too has some problems associated 
with it (King, 1985). 
The major problems associated with green marketing are (Carlson et aL,1993: Said, 
1994; Mendleson & Polonsky, 1995): 
> poor credibility 
> consumer cynicism 
42 
consumer confusion 
Poor credibility has been a result of some poor past environmental performance. The 
companies when started promoting environmentally friendly products, without actually 
integrating environmental awareness in their culture. The result is such that they have 
started producing environmentally responsible products in a seemingly environmentally 
irresponsible manner leading to poor environmentally marketing credibility. 
Consumer cynicism is also related to green marketing's past history. In US, as many 
companies tried to jump on the green bandwagon without thinking about the result of 
their actions. They had to jump off eventually, when government announced 
regulations and agreed that some of the companies' claims were deceptive. In some of 
the cases the result was failure of products that made green marketing claims. As a 
result of new governmental regulations a lot of products were taken off the market. The 
products that made totally meaningless' environmental claims resulted in disappearing 
from the market. 
Consumer confusion is a result of lack of knowledge amongst the consumers 
regarding the environment. Whether the consumers will be able to differentiate between 
what products to be recycled and determine where to recycle those products, has 
strained the government to issue environmental guidelines (Kangun & Polonsky, 1995). 
Products carry special markings or symbols approved by government to ease the 
consumer confusion. E.g, energy star ratings, ecolables, etc. 
2.2.6 Shades of Green Consumer Segments 
The consumers in the market have been divided in shades of green segments by the 
marketers and each segment has been defined on the basis of their behaviour. The 
identification of this market segment has been done in accordance to the consumer's 
green marketing tendencies (Coddington, 1993; Fuller, 1999). The Roper organization 
(2002) conducted a survey, which was used to segment the consumers in the green 
marketing area according to their environmental attitude. This was called 'Shades of 
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Green' segments. Tlx following segments are based on the classification suggested by 
Fuller(1999) & Ginsberg & Bloom (2004): 
True Blue Greens: true blue greens are consumers are committed to the environmental 
causes. They are hard core environmentalists. They make a conscious effort to buy 
products that are ecologically safe and manufactured by companies that are ecologically 
conscious. 
Green Back Green: Green back greens are consumers that are somewhat close to true 
blue greens. They are willing to pay a premium for environmentally safe products but 
they are not as active as true blue greens 
Sprouts: Sprouts do not buy products that are environmentally safe, but they are 
capable of doing so if the products are marketed to them in an appropriate manner. They 
tend to believe that environmental issues are only in theory and not in practice. 
Grousers: Grousers are in general not well educated on the issues of environment. 
They believe that they cannot contribute to environmental change. 
Basic Browns: Basic Browns are the least concerned about the environment and 
environmental issues. They do not take into consideration, ecological contemplation 
while buying any product. They do not feel that the environmental problems can be 
solved. 
While buying green may not appeal to all the customers, there are consumers who are 
potentially receptive of the green appeals (Ginsberg & Bloom. 2004). As various 
surveys have reported, these consumers are only rising in number. While certain 
consumers show green sentiment traits in their purchase behavior, understanding the 
target consumer can help the seller understand whether'greeness' would prove to be an 
apt selling attribute and how should it be incorporated in the marketing mix. 
23 GREEN MARKETING AND DEMOGRAPHICS 
The significance of demographics as a predictor of environmental consciousness is an 
area of debate amongst the scientific community. On one hand, numerous studies in the
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field of psychology have conclude that variables such as age, gender, education, 
income, and political orientation can be useful in explaining an individual's level of 
environmental consciousness and concern for the surrounding natural and social 
environments. For example, some authors have recommended that younger, well 
educated, individuals are more likely to be environmentally aware and concerned than 
their older, less educated counterparts. Other studies have also revealed that politically 
liberal women with higher education and income are more ecologically concerned 
(Brody, Highfield & Alston, 2005; H'Mida, Chavez & Guindoa, 2008) Balderjahn, 
(1988) and Paco & Raposo (2008) report somewhat similar findings that a green 
consumer or socially responsible consumer is better educated, has a higher income and 
socio• economic status. However, it has also been suggested, that willingness to pay a 
higher price for a green product, not only depends on consumer demographic and 
socioeconomic characteristics. It also depends on consumers' motivation, values and 
attitude towards the green products. 
Income 
Income is generally considered to be positively related to environmentalism. Higher 
income groups are commonly found to be more environmental friendly. Straughan & 
Roberts (1999) have opined that most likely justification for this idea stems from the 
fact that people with higher income can bear the extra cost associated with supporting 
green causes and appreciating green products. Several studies have tried to predict the 
role of income as a predictor of ecologically conscious consumer behavior, (Kasarjian, 
1971; Anderson & Cunningham, 1972; McEvoy,1972; Kinnear, Taylor & Ahmed, 
1974; Anderson et al.,1974; Antil, 1978; Van Licre & Dunlap,1981; Samdahl & 
Robertson, 1989; Roper,1990;1992; Zimmer, Stafford & Stafford, 1994: Roberts, 
1995; 1996b; Newell & Green,1997; Roberts & Bacon, 1997). 
One of the appealing hypotheses concerning income stems from a study conducted by 
Newell & Green (1997). They argue that income and education have a moderating 
effect on race for shaping environmental concern. Specifically, they found that as 
income and education goes up, differences between the perceptions of white and non 
white consumers with respect to environmental issues starts decreasing. Thcrc have 
been other studies too, which have shown a non significant direct effect of income on 
environmental awareness (e.g. Kassarjian,1971; Anderson et al,1974; Antil, 1918; 
Van Liere & Dunlap, 1981). Several studies have shown the previously mentioned 
positive relationship between income and environmental attitudes and behaviors (e.g 
McEvoy, 1972; Kinnear et a1,1974; Roper, 1990; 1992; Zimmer et aL,1994). Lastly, a 
few studies have found the opposite i.e. a negative relationship between income and 
environmental concerns (e.g. Samdahl & Robertson,1989; Roberts, 1996b). In his 
study, Roberts (1996b) hypothesizes that the differences shown in early studies may 
have been faded by the overall growth in environmental concerns across all income 
levels. He further cautions that although the relationship in his study was significant, the 
amount of variance explained was small. 
On the basis of findings from a study focusing on Egypt, Mostafa (2001) supports the 
above view. Though the Egyptians perceive themselves as environmentalists, it is not 
necessary that they may buy environmentally friendly products. The researcher further 
claimed that the belief that environmental concern is a luxury only afforded by the 
wealthy cannot be confirmed. This claim is further seconded by Tantawi et al. (2007), 
where the researchers asserts that though the Egyptians do have a positive attitude 
towards environment, they however, do not consider going green as one of their 
priorities. As in the case of Mexicans, it was observed that their environmental concerns 
were based on their financial statuses. The highest ranking or the wealthiest group had 
ecological interests similar to the post industrialized countries. For the second group of 
the population, one could claim that there is a growing concern for environmental 
aspects and finally for the least economically favored sector of the population, with the 
exception of a few, the majority has little knowledge about the subject (Koellner & 
Tovar, 2009). However, Stone, Montgomery & Nkonge (2008) in their study had 
contradictory results, in their study spread across five nations, namely Azerbaijan, Italy, 
Spain, the United States and Venezuela. The author claims that the countries low on the 
economic scale were more environmentally friendly and ecologically concerned, and 
that they demonstrated higher levels of environmental concern, and this also tended to 
correlate well in most cases with greater action to save the environment. The countries 
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higher up on the economic ladder did not show as much enthusiasm regarding 
	
Age 
environment 
Education 
Education is yet another variable that has an important bearing on environmental 
attitudelbehavior (McEvoy, 1972; Tognacci eta!, 1972; Anderson, Henion & Cox, 
1974; Kinnear, Taylor & Ahn,1974; Murphy, Cangun & Locander,1978; Leonard-
Barton, 1981; Van Liere & Dunlap, 1981; Aaker & Bagoai,1982; Samdahl & 
Robertson, 1989; Roper, 1990; 1992 Schwartz & Miller, 1991; Zimmer etal., 1994; 
Roberts, 1995;1996b ; Newell & Green,1997; Roberts & Bacon,1997; Nath, Agarwal, 
Gautam, ct al., 2012; Khan, Khan & Siddiqui, 2013). The hypothesized relationship of 
education and environmental attitude has proven to be fairly positive, with level of 
education positively effecting environmental attitude. And it has been the most 
consistent than other demographic variables (Straughan & Roberts, 1999). While 
majority have predicted a positive relationship (McEvoy, 1972; Tognacci etal., 1972; 
Anderson et al.,1974; Murphy et al.,1978; Van Liere & Dunlap,1981; Leonard. 
Barton, 1981; Aaker & Bagom,1982; Roper, 1990;1992; Schwartz & Miller,1991; 
Zimmer etal., 1994; Roberts,1996b; Nath, Agarwal, Gutam et al., 2012; Khan, Khan & 
Siddiqui, 2013) negative correlation was found by Samdahl & Robertson, 1989; Pinto; 
Nique, Anana etal., 2011) between environmental attitude and education. Kinnear et 
al. (1974) found no significant relationship. 
The findings of another study in context of Lithuania by Banyte, Brazioniene & 
Gadeikiene (2010) concluded that the educational level plays an important role in the 
consumers' environmental orientation. Highly educated consumers perceived 
environmental issues better and are sensitive to them. They are also the consumers who 
are inclined to contribute to environmental conservation. They are sensitive to 
ecological problems and tend to pay more for eco-friendly products. 
Age, with respect to green marketing and ecology has been explored by quite a number 
of researchers in the past. (Anderson & Cunningham,1972; McEvoy, 1972; Tognacci et 
al., 1972; Kinnear et al.,1974; Anderson et al.,1974; Murphy et a1,1978; Leonard. 
Barton, 1981; Van Liere & Dunlap,1981; Aaker & Bagoui,1982; Hume eta!,, 1989; 
Samdahl & Robertson, 1989; Roper, 1990;'1992; Zimmer et al.,1994; Roberts, 1995; 
1996b; Roberts & Bacon, 1997;Khan, Khan & Siddiqui, 2013). The general belief has 
been that younger people are likely to be more sensitive towards environmental issues 
(Samarasinghe, 2012). The most common argument presented is for this behavior is that 
those grown up in the times of environmental distress are more likely to be sensitive 
towards these issues (Straughan & Roberts 1999; Noor & Mohammad, 2012). Like 
other variable findings, the results for age have also been ambiguous. Some researchers 
have found insignificant relationship between age and green attitude and behavior 
(McEvoy,1972; Kinnear et al.,1974; Roper, 1990; 1992; Khan, Khan & Siddiqui, 
2013). While others have found the relationship to be signif cant but negatively 
correlated with environmental attitude and/or behavior (Anderson et al.,1974; Tognacci 
et al.,1972; Van Liere & Dunlap, 1981; Zimmer et al.,1994). There have also been 
evidences of the relationship to be significant and positively correlated (Samdahl & 
Robertson,1989; Roberts, 1996b). A justification for this positive correlation has been 
"attitudes formed as result of 'depression.era' conservation (Sandahl & Robertson, 
1989; Roberts, 1996b) and/or behaviors arising from a general increase in social and 
charitable activities among the middle aged (Dychtwald & Gable, 1990; Roberts, 
1996b; Straughan & Roberts, 1999). 
A research in Hong Kong, Lee (2008) seeking opportunities regarding green marketing, 
concluded that adolescents in Hong Kong displayed a promising market opportunity for 
green products. International green marketers were advised to consider adolescents as 
one of their potential targeted markets. He further observed that adults show quite a 
different pattern when it came to green purchase decision. The adults' decisions were 
more governed with cognition and rationality. The study indicates that the 
demographics, like age have a bearing over a person's environmental attitude, 
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Gender has also been a variable that has attracted the attention of researchers (Tognacci 
et a1.,1972; McEvoy, 1912; Hounshell & Liggett, 1973; Arbuthnot, 1977; Brooker, 
1916; Van Liere & Dunlap, 1981; Samdahl & Robertson,1989; Roper,1990;1992; 
Stem etal., 1993; Mac Donald & Hara, 1994; Roberts, 1995; 1996b; Roberts & Bacon, 
1997; Khan, Khan & Siddiqui, 2013). According to Straughan & Roberts (1999), 
development of unique sex roles, skills, and attitudes has led most researchers to argue 
that women are more likely than men to hold attitudes consistent with the green 
movement. In his theoretical justification, Eagly (1981) says that women tend to 
consider the impact of their actions on others, due to their sex role differences and result 
of social development. Like age, the results for gender differences have also been 
mixed. Insignificant relationship was pointed out in some studies (Tognacci etal., 1972; 
Brooker,1976; Arbuthnot, 1977; Samdahl & Robertson,1989; Khan, Khan & Siddiqui, 
2013), while others supported the theoretical justification given (Hounshell & Liggett, 
1973; Van Liere & Dunlap,1981; Roper, 1990; 1992; Stem et al., 1993; Roberts, 
1996b). There were still others who found the opposite of the predicted relationship 
(McEvoy, 1972; MacDonald & Hars,1994). 
Chen & Chat (2010) in their study on Malaysia concluded that there seems to be no 
difference in the attitudes between the genders, when it came to environmental 
awareness and pro environmental attitudes. Both males and females have an equal 
bearing regarding the ecology. They also emphasized over the fact that attitude may not 
necessarily be a predictor of behavior. Though people may have positive attitude 
towards environmental protection, they might not be positive in buying green products 
2,4 GREEN MARKETING AND ATTITUDE 
Researchers have found that using demographic profiling alone to segment green 
consumers is not as effective as anticipated (Straughan & Roberts 1999). Roberts 
(1996a) claimed that the demographic profiling is unable to predict socially responsible 
consumer behavior and suggest that marketers identify and incorporate the relevant 
attitudes and behaviors, personality traits, and purchase intentions in their research (Bui, 
2005). Efforts in past have failed to extend environmental marketing initiatives from 
one ecologically conscious behavior to another. Environmentally awake consumers try 
to save the environment in different ways (Suchard & Polonski, 1991; Laroche, 2001) 
therefore, the birth of different categories of eco-concerned consumers. A consumer 
who recycles metal may not be the same consumer who cares about recycling plastic or 
worries about air pollution. It is due to these finds, that the marketers and policymakers 
are more cautious when attempting to target ecologically conscious consumers (Bui, 
2005). 
While there have been studies linking the demographics with environmental concern, a 
study by Rokka & Uusitalo (2008) indicates that demographics, as such, does not have 
any bearing on a consumers' ecological outlook and concern. The study showed no 
association between the environmental choice and demographic variables. The 
consumers can be better characterized based on their distinctive preferences and product 
attributes. This result goes well together with contemporary theories on consumer 
culture: the poshnodem differentiation and grouping of consumers is based on common 
interests, preferences and tastes rather than social background. Schlegelmilch etal. 
(1996) in their study have emphasized over the fact that attitude is the most consistent 
indicator of pro environmental purchasing behavior. The research compared the 
environmental attitudes and purchase behavior of the general as well as the student 
population in the UK. Consumer behavior was measured on various scales like 
environmental knowledge, environmental attitude, recycling behavior and political 
action. In conclusion, the author claimed that the demographics of a consumer might 
not be a predictor of his/her pro environmental purchase. A somewhat similar outcome 
was reported again in the case of United Kingdom, where the researcher, 
Diamantopoulos et aL (2003) concluded that socio demographic profiling, regarding 
environmental awareness and consciousness in the consumers in UK, can be used only 
to some extent, they are of limited use where behavioral aspects of the environmental 
consciousness components are concerned. A study from India, by lain & Kaur (2004), 
reveals that Indians do believe in the genuineness of sudden rise in environmental 
concern and perceive the people here as willing to take environmentally friendly steps 
	 pressures to be 'green' (Ritchie & McDougall, 1985). Accordingly, despite the claims 
to ameliorate environmental problems. 
Kalafatis etal. (1999) in a study based on "Theory of Planned Behavior" concludes 
that, TPB has been shown to represent a reliable (i.e, results exhibited both acceptable 
internal fit and external consistency with other findings) predictive model of intention to 
purchase environmentally friendly products. The theory of planned behavior 
emphasizes over the fact that a person's attitude is responsible for his behavior, in this 
case 'environmentally friendly purchase behavior'. Thus, higher the favorable attitude 
towards environment, greater are the chances of their making an environmental friendly 
purchase. Consumers with high pro environmental values are more likely to believe that 
green products will perform as expected (Pickett-Baker & Ozaki, 2008). While for the 
majority of consumers the barrier against purchasing green products also happens to be 
the concern over performance of green products. 
The usage and demand for green is not limited only to conventional products. Today, 
green features are also demanded by consumers as the pan of their life. A research on 
the Indian lodging industry (Jauhasi, 2007) to gauge the response of Indian consumers 
regarding green features in hotels. Observed that the consumers are conscious about 
concern for the environment and resources. Further, they also point out that the 
majority of respondents were favorably disposed towards the green practices adopted by 
the lodging industry. Similar results were found from a study done in US, regarding 
green features in housing communities by Noiseux & Hostetler (2010). It draws the 
conclusion that the new homeowners' perceptions of "green" were not negative and 
green design features were an important consideration for new homeowners, both in 
green and conventional master-planned communities. The researchers further suggested 
that including green elements in the design, combined with adequate marketing and 
education through a sales center, can benefit the environment and improve sales too. 
2.4.1 Attitudes Versus Behaviors of Consumers 
Green claims and attitudes may not always translate into actual behaviors (McGuire, 
1985). One of the reasons for this attitude-behavior mismatch could be the social 
about the concern for the environment, mass consumer markets for green products in 
most categories are yet to be developed (Prakash, 2002). 
Prakash (2002) further elaborates that green polici&lproducts are profitable; green 
policies have the potential to reduce costs; green firms can help shape future regulations 
and also reap first-mover advantages (Porter & Van der Linde,1995). However, this 
generally does not seem to be the norm within and across most industries. Many 
producers believe that green policies are expensive, especially after garnering the initial 
gains of reducing end-of-the-pipe pollution (Walley & Whitehead. 1994). As a result, 
firms often charge premium prices for green products. Of course, if green products were 
cheaper than other products, their premium pricing would be less of an issue for 
consumers. The above discussion raises two issues regarding consumers, first, whether 
consumers regard greenness of products/finns as hygiene or 'motivating' factors, and 
second, to what extent green products create social benefits but impose private costs. 
Extending Maslow's (1943) theory, Herzberg (1966) developed a theory of work 
motivation that focused on two work•related factors: those that motivated employees 
(motivators) and those that prevented dissatisfaction among them (hygiene). According 
to Prakash (2000), the key challenge for marketers is to understand whether consumers 
view fum'product greening as motivating factors (their presence induces consumers to 
purchase a given product; preference for a product is an increasing function of the 
greening level) or hygiene factors (their absence may bother consumers but, after a low 
threshold of greening, the preference for a product is not an increasing function of the 
greening level). If consumers favor firms with green policies (for example, the one with 
ISO 14001 certification is preferred) or green products (for example, the one with a 
higher percentage of recycled inputs is favored), green policies/products arc motivating 
factors. 
2.5 MODELS IN GREEN MARKETING 
The following are some of the models that have been posited by researchers fc 
environmental friendly buying behavior. 
23.1: Behavior of Ecological Purchase Model 
The conceptual model of the behavior of ecological purchase, developed in 2004 by 
Chan & Lau suggests that the values that traditionally govern the relation of the 
individuals with nature (orientation man-nature) influence directly the amount of 
knowledge that a person has about environmental topics (ecological knowledge), and 
the level of emotional attachment and commitment that an individual shows towards the 
environment (ecological feeling), They concluded that purchase behavior depends on 
the individual's purchase intention of green products. This model is described in the 
following Figure 2.2. 
Figure 2.2 Conceptual Model For Behavior Of Ecological Purchase 
Source: Cncrnnct KoeIlne & Rivas•Tonar (2009) 
2.5.2: Environmentally Responsible Purchase Model 
The model of the environmentally responsible purchase developed by Follows & Jobber 
(2000) predicts the purchase of a specific type of environmentally responsible product 
based on three variables: self importance (or pro-social) values, conservation values, 
and individualistic values. These refer to the factors that motivate people to put their 
own interests over any other thing, Follows & Jobber (2000) proposed that the goals of 
an individual person's self indulgence and self reward are consistent with the interest in 
the individual consequences, and act in a negative way on the environment. The model 
is presented in the following Figure 2.3 
Figure 2.3 Model of The Environmentally Responsible Purchase 
Source: Conanct Kurlloer & Rivas-Tovar (2009) 
25.3: Theory of Behaviour Model 
The model of the Theory of Behavior developed by Ajzen adapted to the study of the 
consumer purchase by Kalafatis etal. (2001) 
Figure 2.4: Model of Theory of Behavior 
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fhe variables that this model proposes are beliefs, result and the attitude towards the 
oehavior, the reference beliefs and subjective norms; and these last ones are the 
guidelines that individuals are taking in consideration when they decide what they 
should or should not do, as presented in Figure 24, 
25.4: Ecological Behavior of Purchase and the Willingness to Pay a Higher Price 
The model of the ecological behavior of purchase and the willingness to pay a higher 
price was developed by Laroche, Bergeron & Barbaro-Forleo (2001). 
Figure 1.5 Model of Ecological Behavior of Purchase and Willingness To Pay Higher 
Price 
Source: ConrauGKcelber & Rivas•Tovar (2009) 
It focuses on the study of the factors that determine the willingness of individuals to pay 
a higher price for environment friendly products. These factors can be grouped in three 
categories viz demographic characteristics, level of knowledge, and values and 
attitudes that consumers have (or adopt) towards environmental topics. The model is 
presented in Figure 2.5. 
The variables considered in the models discussed above have been presented as follows 
Table 2.3: Synthesis of Variables 
Models Theory 	of 	the Model 	of 	the Conceptual Model of the 
behavior 	of 	the environmentally model 	of 	the behavior 	of 
ecological purchase responsible behavior 	of Ecological 
purchase ecological purchase 	and 
purchase willingness 	to 
pay 	a 	higher 
price 
Author(s) Kalafatis 	el 	al Follows 	and Chan and Lau Laroche etal. 
(1999) Jobber 2000 2000 (2001)  
Independent Beliefs 	result Self importance Orientation Demography 
variables References 	beliefs Conservation man-nature Knowledge 
Control 	beliefs Self indulgence Ecological Values 
Behavior Perceived Environmental feeling Behaviors 
control consequences Ecological 
knowledge 
Dependant Intention Buying intention Green buying Willingness 	to 
variables Behavior Purchase intention pay 	a 	higher 
behavior Current price 
purchase 
behavior 
Source: Maldonado.Hernindea et al. (2008); Conraid'Koellner & Rivas•- Tour (200)) 
The Human Development Report (1998) mentions that the consumption of people is 
increasing with incredible speed, which in turn is putting enormous pressure on the 
environment. This has lead the people of the developing and developed countries to 
come to terms with the fact that some of their lifestyle habits are unsustainable (Dunlap, 
Gallup & Gallup, 1993). The studies on environmental attitudes are considered 
important since such attitudes are thought to predict environmental actions (Stern and 
Oskamp, 1987; Kaiser, Wolfing & Fuhrer,1999; But, 2005; Vashisht, Wadhwa & 
Uppal, 2012). There is also a hypothesis that an attitude is "an enduring set of beliefs 
about an object that predispose people to behave in particular ways towards the object" 
(Weigelt,1983; Tarrant & Cordell, 1997). 
A large number of studies have been carried out in the area of green marketing. The 
following table lists the researches on the basis of various variables that have been 
considered by past researchers and type of research. 
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The chapter discussed at length the extant work on green marketing. In general, 
researchers have observed that younger consumers more easily embrace green 
advertising and are more positively inclined towards environment and therefore have a 
favorable attitude towards environment translating into green buying behavior. 
Income has also been found to be positively related to green behaviors. Studies have 
shown that people with higher levels of income have are more prone to positively 
interpreting green marketing claims. A theoretical explanation for such a disposition can 
be that people with higher levels of income deeper pockets and thus can bear the higher 
costs associated with green products. 
Interestingly, females have been found to be more receptive towards green marketing 
claims. One of the explanations put forth is that females are more concerned towards 
providing safer products for their family and this in turn leads to a favorable attitude 
and consequently positive behavior towards environment. However, these findings have 
to be viewed with caution as several researchers have reported contrary findings. 
Previous researchers have also posited that people with higher levels of education are 
more receptive to green marketing claims. They depict positive environmental attitude 
and behaviors. An explanation for such behavior can be higher level of awareness 
regarding environmental issues. 
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CHAPTER 3: THEORETICAL FRAMEWORK OF 
THE STUDY 
The present chapter discusses the need to conduct the study by identifying the gaps in 
previous models/ researches. Further, the objectives of the study have been framed. The 
chapter also discusses the theoretical model conceptualized on the basis of the review of 
literature. Arguments have been provided and relevant literature cited in support of the 
research model. Hypotheses considered for the study, based on the review of extant 
literature, are presented and towards the end measurement items that have been 
considered to explore the variables of interest have been discussed. 
3.1 NEED FOR STUDY 
As already mentioned, there have been several studies on green marketing (Henion and 
Kinnear,1976; Polonsky, 1994; McDonagh, Prothero,199'; Ottman, 1998; Wang, Rui• 
Chen, 20(11; Khan & Khan, 2012) and consumer response to green marketing 
(Anderson & Cunningham, 1912; Webster, 1915; Uusitalo, 1990b; Pieters, 1991: 
Berger & Corbin, 1992; Creyer & Ross,1997; Shaw & Clarke,1999; Shaw & Shiu, 
20(13; Thogersen & Olander, 2003; De Pelsmacker etal., 2005; Shaw etal., 2005; Fraj 
Martinez, 2007; Moisander, 2007). The earlier studies have tried to capture the 
arious factors that may be responsible for green purchase or environmental friendly 
urchase. The purchase may be motivated by income (Koellner & Tovar. 2009) age 
Lee, 2008) and education (Banyete et al, n.d) or the demographics may not have a 
earing on the buying decision at all. Instead, it is the positive attitude, knowledge and 
aloes towards environment that motivates consumers into engaging in an environment 
iendly buying behavior (Schlegelmilch et a1, 1996; Kalafatis el al, 1999; Pickett• 
laker & Ozaki, 2008). 
There have also been cross cultural studies, including in Azerbaijan, Italy, Spain, the 
United States and Venezuela (Stone et al., 2008) and studies involving individual 
countries like Egypt (Mostafa, 2001; Tantawi et el., n.d), Lithuania (Banyete et al., n.d), 
United Kingdom (Schlegelmilch et a1,1996; Diamantopoulos eta!,, 2003), Hong Kong 
(Lee, 2008) and, Malaysia (Chen & Chai, 2010). However, there seems to be a lack of 
in depth study in the Indian context which measures the effect of environmental or 
green marketing on consumers, Though there have been environmental studies and 
surveys in India, their extent has been limited to gauging general environmental 
behavior like energy consumption, food wastage, transportation, recycling etc or 
focused on environmentally conscious consumer behavior and what role government, 
companies and individuals play in resolving the environmental problems (Jain & Kaur, 
2004; Jain & Kaur, 2006; (Ireendex Survey, 2012). 
There also seems to be a scarcity of literature when it comes to developing countries. 
The idea of "green" originated in the West and therefore majority of the available 
literature is in the context of Western nations. Few empirical studies have focused on 
India (Jain & Kaur, 2004; Greendex survey, 2010; Ishaswini & Datta, 2011; Gallup 
survey, 2011: Bhowmick & Chakraborty, 2(112; Khan, Khan & Siddiqui, 2013). Though 
the said studies did focus on environmental concern and related environmental buying, 
there has been no study which has tried to take into account the interactions of 
environmental attitude, environmental behavior and behavior lo%vrds green marketing 
in one single model. 
Strict governmental regulations, competition and depleting natural resources have 
driven companies to promote environmentally friendly products. It has therefore 
become necessary for the marketers to understand what would persuade the consumer 
into buying their products. There is a need for an in•depth research to understand what 
goes on in the mind of the consumer?'. Chitra (2007) has observed study that Indian 
consumers still find high-tech products attractive and therefore the market for green 
products is yet to become mainstream. Bhowmick & Chakraborty (2012) too observed 
that though the Indian consumer might well be knowledgeable about a green product, he 
might not purchase it due to various reasons like lack of trust, high price, etc. 
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However, contradictory results were found in the studies by lshaswani & Datta (2011) 
and Jain & Kaur (2004) which state that the Indian consumer is interested and 
motivated when it comes to buying green products. The Cone/Eco Global CR 
Opportunity Survey (2011) has observed in its report that if a company advocates the 
cause it espouses, like environmental protection, they (consumers) would reward the 
company with their loyalty, trust and are more likely to purchase the company's 
products. 
It is this contradiction in the results which has created confusion as to what exactly is 
the mindset of consumer in India. A thorough study is thus required to better understand 
the complexities involved in exploring the Indian consumer's mind Based on the 
review of literature and the arguments given above, following research gaps were 
identified: 
The earlier models of green marketing have been restricted either or only to 
willingness to pay more or environmental friendly behavior in general. 
> No model has been developed that measures consumers' trust in green products, 
behavior towards green marketing and willingness/preference to purchase 
products from companies in case they advertise the products' environmental 
Giendly benefits. 
~ lack of studies on consumer response) behavior towards a company advertising 
its green policies and practices. 
Most of the models have attempted to test attitude behavior relationship, along 
with other variables, however none of the models has attempted to explore the 
relationship between general environmental behavior and specific behavior. 
Researchers have not explored the relationship between attitude towards 
environment, behavior towards environment and behavior towards green 
marketing. 
3.2 RESEARCH OBJECTIVES 
In the light of the review of relevant literature and research gaps, the present study had 
the following objectives: 
• To assess the environmental attitude and behavior of consumers in India. 
• To refine and suggest a scale, fit for measuring the environmental attitudes, 
behaviors and behavior towards green marketing. 
• To explain the relationship between consumer attitude towards environment, and 
behavior towards environment and further their behavior towards green 
marketing. 
• To examine the relationship between demographic variables and attitude 
towards environment, behavior towards environment and behavior towards 
green marketing. 
• To propose and test a model for green marketing behavior. 
33 THEORETICAL BACKGROUND 
The very first models developed in the context of attitude—behavior theories proposed 
that attitude directly influences behavior. The past green marketing models have tried to 
gauge the green purchase behavior by estimating the buying intentions together with 
other variables. The development of the present theoretical model has been based on the 
attitude—behavior association. Researchers have found positive correlations between 
attitude and behavior in the past (Hini, Gendall & Kearns, 1995; Foxall, 1983; Barwise 
& Ehrenberg, 1985: East, 1990). The assumption that attitudes are useful predictors of 
behavior persists and, consequently, attitudes continue to be the focus of much 
academic and commercial research (Hini etal. 1995). Models need to be tested for their 
contribution and understanding (Taylor & Todd, 1995b; Allil, 2009). This research is 
aimed at generating model that contributes to practical application and prediction 
together with better understanding. 
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3,4 THEORETICAL FRAMEWORK OF THE STUDY 
Hussey & Hussey (1997) have defined theoretical framework as a collection of theories 
and models from literature which underpins a positivistic research study. It is a 
conceptual model of how the researcher has theorized, conceptualized and made logical 
sense of the variables that have been identified as important to the problem Developing 
such a framework helps in hypothesizing and testing certain relationships to improve 
our understanding of the situation. In short, theoretical framework helps in 
understanding the relationships among the factors that are considered essential for the 
study. After the formulation of theoretical framework, testable hypotheses can be 
developed, to examine the validity of the theory (Selnan, 2003). 
The proposed model of Green Marketing Behavior has been theorized to consist of 
three core constructs and attitude towards environment (ATE), general environmental 
behavior (GEB) and behavior towards green marketing (BGM). Further, sub constructs 
for the each core construct have also been proposed, which would help in measuring the 
various dimensions that make up a single core construct. ATE comprising of balance of 
nature (BoN), limits of growth (LIMITS) and anthropocentrism (ANTHRO). GTE was 
measured on two constructs i.e environmental friendly buying behavior (EFBB) and 
environmental activism (EA), while BGM was proposed to consists of three sub 
constructs, viz consumer response to green marketing (CRGM), better marketing 
communication will induce the buyer to purchase more (BMC) and trust in green 
products (TRUST). 
The hypothesized model can be visualized comprising two broad groups of variables 
(see Fig 3.I(i)). In the first group, Attitude Towards Environment (ATE) has been 
considered as independent variable and General Environmental Behavior (GEB) as the 
dependent variable. In the second group of variables, General Environmental Behavior 
(GEB) is the independent variable and Behavior towards Green (environmental) 
Marketing (BGM) as the dependent variable. This type of linear relationship has 
previously too been explored by researchers (e.g, Liang & Wang, 2007a; Liang & 
Wang, 2007b; Adil & Khan, 2012). 
Based on the proposed model, hypotheses such as whether attitude towards environment 
(ATE) has any influence on general environmental behavior (GEB), or whether general 
environmental behavior (GEB) has any influence on behavior towards green marketing 
(BGM) were tested. 
Figure 3.1(1): Proposed Conceptual Model (A) 
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Louden & Bitta (1993) have directly linked attitude and behavioral change in their 
study. With regard to the effects of environmental attitudes on behavior, findings 
suggest that attitudes are the most consistent predictor of praenvironmental purchasing 
behaviors (Schlegelmilch, Greg, and Diamantopoulos,1996). The question is whether 
attitudes predict actual behavior. Overall, studies have found positive correlations 
between environmental concern (i.e. attitude) and environmental friendly behavior (Van 
Liere and Dunlap 1981; Roberts and Bacon 1997). Simmons and Widmar (1990) found 
a significant relationship between environmental concern and ecologically responsible 
behavior in the case of recycling. Researchers have also observed that green consumer 
behavior could be influenced by consumer perceived effectiveness (i.e., attitude) 
towards the protection of the environment (Berger and Corbin, 1992, Bui, 2005). 
Previous researches have suggested that environmental attitude predicts ecological 
behavior (Bamberg, 2003). Further, environmental attitude has also been positively 
related to pro environmental intention and behavior (Kim, 2002; Kim & Choi, 2005) as 
well as green purchase behavior (Kim & Choi, 2005; Gnmert & Juhl,1999; Tilikidou, 
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2O7). Thus, the path from attitude towards environment (ATE) and the General 
Environmental Behavior (GEB) (i.e. Path 1) was conceptualized. A positive attitude 
towards environment will result in a positive behavior towards environment, like 
engaging in activities such as recycling and cutting down on vehicle use etc. 
Further, Straughan & Roberts (1999) recommended that a person with positive 
ecological behavior will buy green products more often. And as the positive inclination 
of one's behavior towards environment will increase, the possibility to choose these 
products is also likely to increase. Keeping the same in mind, the next path (i.e Path 2) 
from General Environmental Behavior (GEB) to Behavior towards Green Marketing 
(BGM), was thus conceptualized It has been theorized that a positive general 
environmental behavior will lead to positive behavior towards green marketing. A 
person engaging in pro environmental activities will engage in pro environmental/ green 
purchase. The individual can thus be expected to be more receptive towards green 
marketing, 
O~FO  fr 
3.5 DIRECT FACTORS 
	 factor, Environmental Friendly Buying Behavior (EFBB) includes tendency of 
consumer buying less polluting, environmental friendly, recycled and biodegradable 
Factors pertaining to environmental attitude have been identified from the theory related 
to New Environmental Paradigm that came into existence with the increasing sensitivity 
and concern towards the environment. With the increase in environmental sensitivity 
and concern, the focus shifted from the dominant social worldview to ecocentric New 
Environmental Paradigm According to Milbrath (1984), the NEP worldview was based 
on (a) High valuation of nature, (b) compassion toward other species, peoples and other 
generations, (c) Careful planning and acting to avoid risks to humans and nature, (d) 
Recognition that there are limits to growth to which humans must adapt, (e) New 
society with cooperation, openness and participation, and (f) Consultative and 
participatory new politics emphasizing on foresight and planning. New measurement 
techniques were developed to gauge the environmental disposition during the same 
time. Dunlap & Van Liere (1978) constructed a 12- item scale to measure the extent to 
which people endorsed this new worldview. 
Environmental attitudes of adults are rooted in beliefs about anthropocentrism, limits to 
growth, the balance of nature, and concerns about ecological crisis (Dunlap & van 
Liere, 1978: Dunlap, Van Liere, Mettig, & Jones, 2000; Gardner & Stem, 2002; Evans, 
Brauchle, Haq, Stecker, Wong & Shapiro, 2007). Thus, the direct factors considered for 
the measurement of attitude towards environment are Anthropocentrism (ANTHRO) 
which considers that nature exists primarily for human use and does not hold any 
inherent value of its own and that humans have the right to modify natural environment 
to suit their needs. Balance of NatureBoN) indicates that there is a delicate balance of 
nature and human interference can jeopardize this balance. Limits of growth (LIMITS) 
specify the equality and development issues, limits to human interference with nature 
and limits to population growth with regards to carrying capacity of the earth. 
The direct factors for General Environmental Behavior constitute Environmental 
,4ctivirm (EA) which comprises of behavior like actively searching for information on 
environmental issues, and taking part in protests in defense of environment and writing 
to politicians regarding environmental issues. It also includes resource saving activities 
like cutting down on vehicle use and using own cloth bag for shopping. The next direct 
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products, as well as products whose packaging causes less harm to the environment. 
Behavior towards green marketing was affected by the following direct factor That in 
green products (TRUST). Hoyer and Maelnnis (2004) found that word of mouth 
communication was four times more effective in brand switching than persuasion by 
sales assistants. Oilman (1998) stated that the performance of green products was often 
considered inferior when they were first introduced. However, presently green goods 
promise better features and quality than non- green products. The old perception might 
still be held in a consumer's mind, spread by word of mouth, and not redressed later. 
The second factor is the consumer response towards green marketing (CRGM), 
people's attitude effects their thoughts and feelings and thus influence their behavior 
(Hoyer and Maclnnis. 2004). This implies that marketers should aim to change 
consumer's attitude towards green marketing. Branding is an important function in this 
regard. Brands are effective because they have an effect on the affective domain: 
rational reasons are translated into emotional preferences (Travis, 20100), Thus, brands 
can shift consumer attitudes to more sustainable consumption. For example, affective 
marketing could convert passive green consumers who are willing to pay premium 
prices for pro-environmental products to greener consumption (Ottman,1998: Pikeit• 
Baker & Ozaki, 2008). 
The purchase of product and services is related in an effort to maintain or attain ideals 
conceived by others or self (Hawkins, Best & Coney,1998). Some people may have an 
ideal self concept of being environmentally responsible but the actual self concept may 
fall through of this with no significant change towards a greener lifestyle. Thus, 
companies and products that are able to effectively create the image of concern for the 
environment are most likely to be supposed by these consumers as providing one route 
towards achieving their ideal self-concept. Lastly the third direct factor includes better 
marketing communication (BMC), an average consumer has less chances for forming an 
attitude towards green products than non green products, unless they have made a 
special effort to know as manufacturers and producers make little or no green claims 
about the product (Pickett-Baker & Ozaki, 2008). Aspirational and associative reference 
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groups have a strong influence on general consumption (Dittmar, 1992; Hoyer and 
Machuris, 2004). However, in advertising, where those reference groups are frequently 
used, they are rarely associated with green products. In general, green products are 
niche products, and marketing or mass media dominated influencers for green 
companies and products are few (Charter, Ott nan & Polonsky, 2002). When making 
decisions, individuals do not consider the product in isolation; they interpret new 
information in light of the context in which the information occurs (Pious, I993), The 
effort involved in consumers' decision making can be influenced by past experience of 
a product, brand loyalty and price. The consumer's internal search is enhanced by 
feelings towards products that have been portrayed in an appealing context. As 
consumers often start from a low information base on sustainable consumption, their 
internal search may fail to supply the information necessary for decision making. If an 
external search is necessary, this involves high effort (Hoyer & Maclnnis, 2004). 
Consumers require exposure to a product and memory of it for their internal search for 
the information required for decision making (Hoyer & Maclnnis, 2004), their research 
looked for evidence of poor exposure to effective communication about green consumer 
products (leading to the subsequent lack of memory and necessitating major effort in 
decision making), Finally, based on significant interpersonal influences on consumer 
behavior, such as word-of-mouth and social norms, the research explored the source of 
actual or received experience and its effect on attitudes towards product performance, 
3,6 RESEARCH HYPOTHESES 
3.6,1 Hypotheses Related To Demographics and Conceptual Model 
I) Group H,, HI and HI 
These hypotheses test attempt to explore significant differences in attitude towards 
environment, general environmental behavior and behavior towards environmental 
marketing with respect to age, income and gender. 
Hla: Significant differences do not exist between respondents based on age with 
respect to Anthropocentrism, 
H2,: Significant differences do not exist between respondents based on gender 
with respect to Anthropocentrism. 
H3,: Significant differences do not exist between respondents based on income 
with respect to Anthropocentrism. 
H4,: Significant differences do not exist between respondents based on age with 
respect to Balance of Nature. 
HS,: Significant differences do not exist between respondents based on gender 
with respect to Balance of Nature. 
H6,: Significant differences do not exist between respondents based on income 
with respect to Balance of Nature. 
ha : Significant differences do not exist between respondents based on age with 
respect to Limits of Growth. 
Based on study of literature and study objectives the following objectives were framed. 
hypotheses have been divided into two broad sections: the first section contains 
atheses related to demographics and attitude towards environment, demographics 
general environmental behavior and demographics and behavior towards green 
rketing. The second section deals with Path Analysis hypotheses of the green 
rketing model. They have been further categorized into groups of H, , H H,, HU, 
and H come under demographics. Hypotheses HI, H2, H3, H4, HS, H6, H8, H9 
I 1110 are based on the proposed green marketing model. 
HB,: Significant differences do not exist between respondents based on gender 
with respect to Limits of Growth. 
H9,: Significant differences do not exist between respondents based on income 
with respect to Limits of Growth. 
Hl: Significant differences do not exist between respondents based on age with 
respect to Environment Friendly Buying Behavior. 
H2b: Significant differences do not exist between respondents based on gender 
	
H&: Significant differences do not exist between respondents based on gender 
with respect to Environment Friendly Buying Behavior, 	 with respect to whether Better Marketing Communication of Green 
H3b: Significant differences do not exist between respondents based on income 
with respect to Environment Friendly Buying Behavior. 
114: Significant differences do not exist between respondents based on age with 
respect to Environmental Activism. 
HSs: Significant differences do not exist between respondents based on gender 
with respect to Environmental Activism. 
116r: Significant differences do not exist between respondents based on income 
with respect to Environmental Activism. 
HI,: Significant differences do not exist between respondents based on age with 
respect to consumer response to green marketing. 
4: Significant differences do not exist between respondents based on gender 
with respect to consumer response to green marketing. 
H3,: Significant differences do not exist between respondents based on income 
with respect to consumer response to green marketing. 
H4,: Significant differences do not exist between respondents based on age with 
respect to tout in green products. 
H5~: Significant differences do not exist between respondents based on gender 
with respect to trust in green products. 
H6,: Significant differences do not exist between respondents based on income 
with respect to Oust in green products. 
H1,: Significant differences do not exist between respondents based on age with 
respect to whether Better Marketing Communication of Green Products 
can induce them to buy more. 
Products can induce them to buy more. 
H9,: Significant differences do not exist between respondents based on income 
with respect to whether Better Marketing Communication of Green 
Products can induce them to buy more. 
1.2) Group H., Hv, H« 
These hypotheses explores the differences between attitude towards environment, 
general environmental behavior and behavior towards environmental marketing with 
respect to education. 
Hl: Significant differences do not exist between respondents based on 
education with respect to Anthropocentrism. 
H2: Significant differences do not exist between respondents based on 
education with respect to Balance of Nature. 
H3: Significant differences do not exist between respondents based on 
education with respect to Balance of Nature. 
Hl: Significant differences do not exist between respondents based on 
education with respect to Environmental friendly purchase behavior. 
H2b.: Significant differences do not exist between respondents based on 
education with respect to Environmental Activism 
HI.: Significant differences do not exist between respondents based on 
education with respect to Consumer Response to Green Marketing. 
H2p: Significant differences do not exist between respondents based on 
education with respect to Consumer Response to Green Marketing. 
H3: Significant differences do not exist between respondents based on 
education with respect to Better Marketing Communications. 
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H10: Trust in a product (TRUST) has a significant and direct influence on 
2) Group 111 To H10 
Behavior towards Green Marketing (BGM) 
The following hypotheses were considered for testing the significance of direct paths 
between i) attitude towards environment (ATE) and balance of nature (BON), limits of 
growth (LIMITS), anthropocentrism (ANTHRO). ii) general environmental behavior 
and environmental activism (FA), environmental friendly buying behavior (EFBB). iii) 
behavior towards green marketing (BGM) and coat in green products (TRUST), 
consumer response towards green marketing (CRGM) and better marketing 
communications will induce a customer to purchase more (BMC). 
HI: Anthropocentrism has a direct and significant influence on Attitude towards 
Environment. 
H2: Balance of Nature has a direct and significant influence on Attitude towards 
Environment. 
H3: Limits of Growth has direct and significant influence on Attitude towards 
Environment. 
H4: Attitude Towards Environment (ATE) has a direct and significance influence 
on General Environmental Behavior (GEB). 
H5: Environmental Friendly Buying Behavior (EFBB) has a direct and significant 
influence on General Environmental Behavior (GEB). 
H6: Environmental Activism (EA) has a direct and significant influence on 
General Environmental Behavior (GEB), 
117: General Environmental Behavior (GEB) has a direct and significant influence 
on Behavior towards Green Marketing (BGM). 
118: Consumer's Response towards Green Marketing (CRGM) has a direct and 
significant influence on Behavior towards Green Marketing (BGM). 
119: Better Marketing Communication (BMC) has direct and significant influence 
on Behavior towards Green Marketing (BGM). 
3,7 MEASUREMENT ITEMS 
Measurement items used in this research have been adapted from related past researches 
including those of Dunlap & Van Liere (1978), Pickett•Baker & Ozaki (2008), Roberts 
& Bacon (1991), Manaktola & Jauhari (2007), Pettifor (ad), Lozada (1999), Chawla & 
Cushing (2001), Finisterra do Paco & Raposo (2008), Albrechet, Buhena, Hoiberg & 
Novak (1982), Lefcourt (1996), Noe & Snow (1990), Khan, Khan & Adil, (2012); 
Khan, Khan & Zia (2013); Khan, Khan & Adil (2013). The following table shows the 
measurement items and their source. 
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Table 3.1 Measurement Items 
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It must be noted that each of the three multi•item variables were factor analyzed to 
evaluate the dimensionality, and reliability analysis was performed to determine if each 
item contributed to scale reliability. Besides, correlation analyses were applied to 
confirm validity of the construct, The procedure has been explained in detail in Chapter 
3,8 SUMMARY 
In this chapter, research model has been proposed, based on extant literature and models 
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have been considered and the Structural Equation Modeling (SEM) has been employed 
to test these hypotheses. Subsequently, effects of demographics on attitude towards 
environment, general environmental behavior and behavior towards green marketing 
have been presented. 
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Figure 4.1 Schenk Diagram for Research Process 
CHAPTER 4: RESEARCH METHODOLOGY 
The following chapter begins with a brief explanation of the research process. The 
research design has been discussed explaining in detail the research instrument used in 
the study, its dimensionality, its reliability and validity; selection of the sample and the 
various data analysis techniques and procedures employed. 
4.1 RESEARCH PROCESS 
Exploratory, descriptive and causal designs are the three broad types of research designs 
which are used to collect primary data and create data structures and information (Hair, 
Bush & Ortinau, 2003). The research methodology and methods for this research were 
chosen so as to achieve the research objectives successfully. 
The steps followed in present research are listed below: 
I) Extant literature was reviewed so as to identify how previous researchers have 
dealt with issues related with environmental attitude, green buyer behavior and 
green marketing. 
2) Prominent existing models were reviewing. 
3) Based on understanding of relationship between variables of interest, hypotheses 
were generated. 
4) A questionnaire was developed to collect data. 
5) Collected data was analyzed to explore factors that influence environmental 
attitude, environmental behavior and behavior towards green marketing. 
6) Results were interpreted to arrive at conclusions based on the study. 
1) Theoretical and managerial implications of the study have been highlighted. 
i Literature Survey 
A Model Development 
i Hypotheses Generation 
A Questionnaire Development 
A Data Collection 
A Data Analyses 
i Interpretation of Results 
4.2 THE RESEARCH DESIGN 
A research design encompasses all the methodology and procedure used to conduct a 
research. It can said to be as a roadmap for collecting and analyzing data, to obtain the 
desired information Sekaran (2003). A research design is needed because it helps in 
facilitating the smooth sailing of the research operations, therefore making the research 
as efficient as possible yielding maximum information with minimal expenditure of 
time and effort (Kothari,1990). It can be qualitative as well as quantitative. The present 
study is quantitative in nature. 
I. Purpose of the Study: The purpose of the study is hypothesis testing. This is 
because studies relating to hypothesis testing explain the nature of certain 
relationships; establish the differences among groups or the independence of two 
or more factors in a situation (Allil, 2009). Hypothesis testing enables a 
researcher to understand the relationships that are present between variables. It 
can also ascertain a cause and effect relationship. 
2, The Type of Study: The study is a correlation study, as it will help in defining 
the variables that combine to form attitude towards environment, behavior 
towards environment and behavior towards green marketing. The study is also 
causal, since it will attempt to establish cause and effect relationships through 
path analysis. 
3. The Study Setting: The study settings are non contrived as it is a correlation 
study. 
4. Unit of Analysis The unit of analysis for the research is an individual 
consumer. During second phase of the study, the respondents were primarily 
students. Student samples are useful while trying to understand the relationships 
between constructs (Mackenzie, Scott, & Richard,1989). This particular age 
group is of special interest to the researcher because of the increased 
environmental awareness. 
5. Time Horizon of the Study: The study is cross•sectional as because the data 
was expected to be collected only once, in order to answer the research 
questions. 
6. Data Collection: The data collected for the study was through a structured 
close ended questionnaire. The instrument captured all the variables that were 
required to test the hypotheses. The mode of data collection was personal 
administration of questionnaire by the researcher. 
7. Data Analysis: The data collected, was expected to be explored upon by 
running a series of statistical tests on it. 
While a research design is an arrangement of conditions for collection and analysis of 
data in a manner that aims to combine relevance to the research purpose with economy 
in procedure (Selltiz, Jahoda, Deutsch et a1,,1959; Kothari, 1990), it must aim at 
minimizing the biases and maximizing the reliability of evidence collected (Kothari, 
1990) 
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Research methodology can be said to be a systematic way to approach a research 
problem. It is a map to answer the research questions. In the words of Hussey & Hussey 
(1997), methodology is the overall approach to a research process. It starts from 
building theoretical foundation to data collection and analysis. He further suggested that 
methodology is concerned the following issues, why collect certain data; what data was 
collected; from where it was collected; when was it collected; how was it collected and 
how will it be analyzed. 
4.3,1 Methodology Strategy 
Survey research methodology was considered apt for this research. Survey research 
methodology is concerned with drawing a sample of subjects from the population and 
studying it in order to make inferences about the population. In case of large population 
only a sample of the whole population is used (Hussey & Hussey,1997; Allil, 2009). 
The present study befits the above situation aptly. It was classified as an `analytical 
survey' as the main motive behind the whole research was to establish relationships 
between variables. The methods or the techniques used in the study are questionnaire 
method, used to collect primary data and the other method are the statistical techniques 
that been applied on the data (like descriptive, ANOVA and T•tests) to obtain results. 
Though questionnaire is the main data source of collecting the primary data and forms 
an important limb of this research, the use of secondary data cannot be ignored. 
Secondary data is the already existing data, it is not collected by the researcher (Sekran, 
2003). The theory building exercise is possible only and only with the help of secondary 
data (like previous researches, concepts and theories in the field). It is true that a 
questionnaire provides the data for the testing hypothesis and concluding the research, 
but it is the secondary data that forms the backbone of the researcher. 
4.3.2 Questionnaire Method 
A questionnaire is a reformulated written set of statements for which respondents record 
their answers, within rather closely defined alternatives (Sekaran, 2003). They are an 
effective data collection mechanism when a researcher knows exactly what is required 
and how to measure. Quantified information required concerning a specific population 
and students' behavior and attitudes are an acceptable as a source of information 
(Ticehurst & Veal, 2000; Allil, 2009). It was because of the above given reasons that it 
was considered best to use a questionnaire method for survey. According to Sekaran 
(2003) administering a questionnaire to a large number of individuals is comparatively 
less expensive and less time consuming and also it does not require any special skill. 
For the present research, personal administration of questionnaires was carried out as it 
is one of the best ways for data collection when the survey is confined to limited region 
(Sekaran, 2003). Another reason for collecting data using a questionnaire was use of 
the same methodology by previous researchers in the field of environmental marketing 
(Martin & Simintiras,1995; Schlegelmilch, Bohlen & Diamantopoulos,1996; Zelenry, 
Chua, & Aldrich, 2000; Kilbourne & Polonsky, 2005; Manaktola & Jauhari, 2001; Lee, 
2008; Rokka & Uusitalo, 2008; Pickett. Baker & Ozaki, 2008; Lindgvist, 2010; Chen & 
Chai, 2010). 
4.4 DEVELOPMENT OF THE QUESTIONNAIRE 
To develop the questionnaire for the present study, past researches were extensivcly 
reviewed. During the course of reviewing the literature, an exhaustive search for any 
existing scales, used in previous studies was also made. 
4.4.1 Instrument Design 
The research used a closed ended questionnaire to collect the primary data. The 
questionnaire was intended to measure the response from university students, regarding 
their environmental beliefs and behaviors. A pencil and paper questionnaire instead of 
an online questionnaire was used to reduce the problems and limitations involved in an 
Intemet•based questionnaire survey (Thompson, Surface, Martin & Sanders, 2003, 
Allil, 2009). 
The measurement tool adapted for the study was originally used by Pickett-Baker & 
Ozaki (2008). It was used on respondents who were mothers in US. The questionnaire 
was divided into three sections, the first section was based on New Environmental 
Paradigm (NEP) survey to measure environmental attitude by Dunlap & Van Liere 
(1978), which has since been used in a number of studies (Dunlap, 1980; Albrecht, 
Bultena, Hoiberg & Novak, 1982; Noe & Snow, 1990; Gooch, 1995; Bechtel, Corral. 
Verdugo & Pinheiro,1999; Khan, Khan & Adil, 2012; Khan, Khan & Siddiqui, 2013; 
Khan, Khan & Adil, 2013a; Khan, Khan & Adil, 2013b). 
The second section consisted of the environmental behavior survey questions developed 
by the US based consulting firm GFK Roper to gauge the em ironmental behavior of 
Americans since 1990. It has since been cited and used in a number of academic studies 
(Schlegelmilch., Bohlen and Diamantopoulos, 1995; Roberts & Bacon, 1997; Ottman, 
1998: Lozada, 1999; Chawla & Cushing, 2007; Manaktola & Jauhari, 2007; Finisterra 
do Paco & Raposo. 2008; Montauge & Mukhcrjee, 2010: Braun, 2010; Pcttifor, n.d). 
Questions related to green marketing were included in the third section to measure the 
behavior of individuals specifically towards green marketing communication appeals. 
Past researchers have also incorporated them in their studies (Soutar, Ramaseshan & 
Moister, 1994; Pickett-Baker & Ozaki, 2008; Ahmed, Shah & Ahmed, 2010). 
The above three sections were combined to form a single closed-ended structured self 
administered research instrument for measuring Environmental Attitude (EA). General 
Environmental Behavior (GEB) and Behavior towards Environmental Marketing 
(BEM). It included 39 items to measure the above three factors. The respondents were 
asked to indicate their extent of agreement with the items using a 5•point Liken scale 
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ranging from strongly agree (I) to strongly disagree (5) for the scales measuring EA and 
BEM. While for measuring GEB, a 4 point Likert scale was employed (where, l = 
Never, and 4 = Always). The Liken scale was used as it is easy to administer and 
extremely popular for measuring attitudes (Malhotra, 2045). The scale point were kept 
similar to the ones used in previous studies (Dunlap,1980; Albrecht, Bultena, Hoiberg 
& Novak, 1982; Noe & Snow, 1990; Gooch, 1995; Bechtel, Corral-Verdugo & 
Pinheiro,1999; Khan, Khan & Adil, 2012; Khan, Khan & Siddiqui, 2013; Khan, Khan 
& Adil, 2013a; Khan, Khan & Adil, 2013b). 
Finally, last section of the instrument contained questions related to demographics so as 
to generate the profile of the sample. It included questions of family income, 
educational level, gender and age. 
4,4 2 Theoretical Dimensions of the Scale 
Environmental Attitude was measured using 12-item New Environmental Paradigm 
(NEP) Scale suggested by Dunlap & Van Liere (1978). It is used to measure the extent 
to which people endorse the new worldview of pro environmentalism as opposed to the 
past Human Exemptionalism Paradigm (HEP). The HEP is a concept, where the 
humans consider themselves above nature, it signifies the approach in which humans 
are deemed to be superior than all the creatures and that they have a nght to transform 
the environment to suit their interests (Dunlap & Canon, 1978; Murphy, 1995; Foster 
1999; Schnaiberg & Gould, 2000; Dunlap, 2001; Williams, 2007; Dunlap, 2008). While 
in NEP the humans consider nature at par or even superior than their own self. NEP 
talks of the delicate balance of nature and considers other creatures as vital as the 
human race. Dunlap & Van Liere (1978) argued that their NEP scale is reliable, valid 
and unidimensional. Many studies have attempted to validate the NEP scale and found 
that it was a reliable scale and a valid tool to measure environmental values (Fransson & 
Garling,1999; 011i etal., 2001). Certain researchers have used the NEP scale in its 
original and complete form (Lalonde & Jackson, 2002; Noe & Snow, 1990) while 
others such as Kopnina (2011) have used NEP as a qualitative measure. While there 
have been evidences suggesting the overall validity of NEP Scale, there is no consensus 
over the fact that the scale is unidimensional or multidimensional. A chain of 
researchers in US showed almost similar results using factor analysis, namely—human 
domination of nature, balance of nature and limits to growth (Albrechet, Bultena, 
Hofherg, Novak, 1982; Geller & Lasley,198S; Noe & Snow, 1990), while other studies 
measured each dimension separately (Arcuty,1990; Vining & Ebero, 1992; Ebero et 
al., 1999). Some researchers have reported that all items converge to a single factor 
(Edgell & Nowell,1989; Noe & Snow,1990; Lefcourt,1996) while others have pointed 
towards only two dimensions (Noe & Snow, 1990; Noe & Hammit,1992; Scott & 
Willits, 1994; Gooch, 1995; Bechtel et al.,1999), and still others have observed as 
many as four dimensions (Roberts & Bacon,1997; Furman, 1998). In case of India, as 
many as three dimensions have emerged, namely, balance of nature', limits of growth' 
and anthropocentric' (Khan, Khan & Adil, 2012; Khan, Khan & Adil, 2013a; 2013b). 
The second section of the questionnaire was meant to measure the General 
Environmental Behavior (GEB) originally comprising 14 items on the lines suggested 
by several other researchers (Schlegelmilch, Bohlen, Diamantopoulos,1995; Roberts. & 
Bacon.l997; Ottman,1998; Lozada,1999; Manaktola. & Jauhari, 2007; Chawla. & 
Cushing, (2007); Manaktola & Jauhari, 2007; Finisterra do Paco & Raposo, 2008; 
Pickett-Baker & Ozaki, 2008; Montauge & Mukherjee, 2010; Braun, 2010; Pettifor, 
n.d). The scale comprised the following dimensions: 
Environmental Activism (EA): Interest in search for information, collaboration 
with environmentalists, and active participation in protests held in defense of 
environment and saving environmental resources. Or even writing to politicians 
and policy makers for complaints or suggestions 
Environmental Friendly Purchase Behavior (EFBB): Purchase for a product 
is made while keeping in mind the environmental impact of the shopping. 
The third section was designed to measure the behavior towards green marketing 
(BGM). The scale contained items from the original scale by Pickett-Baker & Ozaki 
(2008). There were also items from study by Soutar, Ramaseshan & Moister (1994) ami 
Ahmad, Shah & Ahmad (2010). The dimensions in the scale were: 
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the preciseness and comprehensibility of the instrument certain words like 'organic' 
Consumer Response to Green Marketing (CRGM): It is based on the premise 
that consumers are likely to purchase more from environmental friendly 
marketer. 
Trust in Product (TRUST): Consumers are likely to tout well known brands, 
personal experience or word of mouth of their relatives, when it comes to 
purchasing green brands. 
Behavior towards Marketing Communication (BMC): Better marketing 
communication will induce the consumers to buy more. 
4.5 PRE TESTING OF RESEARCH INSTRUMENT 
Pre-testing of the measurement instrument was necessary to ensure that the respondents 
had a clear understanding of the scale. Pre-testing helps in figuring out problem areas in 
the questionnaire. The problems might be in the understanding of the questionnaire, its 
instructions or even the design (Sekaran, 2003). Thus, based on respondent feedback. 
necessary modifications were made. 
The preliminary version of the questionnaire consisted of I2-item New Environmental 
Paradigm (NEP) scale, l4item Environmental Behavior Scale and 13-item scale for 
measuring behavior towards green marketing as also items related to respondent 
demographics. As suggested by Zikntund (2003), questionnaire was administered 00 43 
respondents, keeping in view suggested pre-testing group size ranging from 25 or 50. 
Pre-testing a questionnaire establishes its content validity. It examines whether the 
content and the mechanics of compiling the questionnaire have been satisfactory (Allil, 
2009). Hair et al., (2003) state that content validity is ensuring the instrument's ability 
to measure what it is designed to measure. Based on the feedback during pre-testing, 
statement like `there are limits to which our industrialized society can expand" from 
original scale was changed to "uncontrolled growth of industries can be harmful for the 
environment". Further, technical jargons like 'biodegradable' were replaced with 
'environmental friendly', marketing communication' with 'advertisement'. To enhance 
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were added by the researcher. 
4.6 THE SAMPLE AND DATA COLLECTION 
The data collection for the present study was carried out in two phases described below: 
PHASE I 
During this phase, data was generated from University students, managers, engineers, 
and homemakers. Sample comprised students enrolled in management programmes of 
Central Government Universities which primarily cater to students from middle and 
lower middle class backgrounds. Management students were considered because they 
are expected to be active future buyers as they command higher salaries and consequent 
higher disposable incomes enabling them to decide between conventional and 
environment friendly products. Thus, measuring their attitude and behavior was 
expected to help predict their choice behavior. 
India has the single largest pool of engineers among developing countries and they play 
an important role in modem day organizations, and thus it was thought proper to 
consider the opinion regarding environment. \\ ereas managers were chosen because 
they are responsible for implementing and at times even formulating policies in a 
company, like the purchase managers who are responsible for overlooking the 
purchases made for the company or the human resources manager who are in charge for 
implementing green policies in the office'plant, like use of recycled paper etc. Further. 
engineers and managers are also expected to have working knowledge of the 
government regulations concerning environment such as like ISO 14000-0I. Further 
home makers were considered for the present study because Ottman (2008) has 
observed that the group most receptive to environmental friendly appeals are women. 
As mothers they would be motivated to secure their children's future. 
To improve the external validity of the study, during this phase, data was collected from 
447 individuals residing in Delhi, Mumbai and Aligarh. 
87 
The demographic profile of the respondents for the first phase of data collection has 
been given in Table 4.1. 
Ta61a 1.1: Summary of Demoaraohic Characteristics of the Samola (PHASE 0 
DELHI .'-15 1H;11BAI ,'=1 ALIGARII(N97)  
GENDER 
Males 81(52.2%) 101(51.1%) 50(51.6%) 
Females 74 (47.8-A) 94(48.3%) 41(48.4'/ ) 
INCOME 
Upto25000p.m 54(34.8%) 60(30.1%) 40(411%) 
Above 25000 p.m 101(65.2%) 131(10.3%) 51(58.8%) 
AGE 
19.25yrs 40(25.8'%) 56(28,1%) 35(36%) 
26.30yrs 15(483%) 69)35.3%) 32(33%) 
31.40yrs 30(19.4/o) 45)23.1%) 25(25.1%) 
41-60yrs 10(6.5%) 25(12.9%) 5(5.3%) 
OCCUPATION 
Students 42(27.2%) 51(16.1%) 32)33%) 
Engineers 34(22.0%) 40(20.5%) 
Mangers 44(28.3%) 56(28.8%) 31(32%) 
Homemakers 35(22.5%) 48(24.6%) 34(35%) 
The sample from Delhi had equal representation of males (52,2%) and females (47.8%). 
Majority of the sample had income levels more than Rs 25000 pm (65.2 !/o) and fell in 
the age band of 26.30 years (48.3 %). The Mumbai sample comprised 197 individuals 
with balanced representation of the two genders (i.e. -52a/o males and -48% females). 
Majority of respondents fell in the age band of 26.30 years (35.3 %) followed by 19- 25 
years (28.7 %). Roughly 70% of respondents fell in the income band of above 25000 
pm. Managers (-29%) and students (26%) dominated the sample. The sample from 
Aligarh had a total of 97 respondents, with -52 % males and 48% females. About 59% 
of respondents fell in the income category of above 25000 pm. Students (33%) and 
homemakers (35%) comprised majority of the sample. The two dominant age groups 
were 19-25 years (36%) and 2640 years (33 %). 
It should be noted that Delhi is the national and political capital while Mumbai is the 
commercial capital of India. According to the Urban Outdoor Air Pollution Database 
Report of World Health Organization (201I), Delhi and Mumbai are the third and tenth 
most polluted cities in India, respectively. 
Table 4.2: Pollution Data for Delhi and Mumbai 
Water Au Noise 
DO 
(mg/I) 
BOD 
(off) 
TC 
MPNV10 
ON 
FC 
MPNI00 
ml 
S0: 
(pgQ( 
NOo 
(P&'rn3) 
PMu 
(Pfd) 
Rt4 
Ja 
Cam 
db 
Sal 
. 
db 
Deb 0.0 84 39x10' 29x10° S(L) SS(H) 261() 90 100 97 
Munnbai 2.9 112.9 1600 1600 4 0.) 19(L) 91(C) 10.5 11.1 12 
S 
Ke:(c) Critical levels of polutim (H)= High Levels of pollution; (Lp Low Levels of polluuoo; 
permissible D()=Smg/ or above, permissible BOD= 3m fl or below; permissible db is 
Res4resideom1Y55 &,Con commercial)= 65db,Silsilent) 508t 
Soya. Adpatcd from Status of Water Quality in India (2010); Noise Level Survey by Central Pollution 
Control Board Miaisuy of Environment and Forest (2011); Report on Monitoring Ambient Noise 
Pollution of Metropolitan Cities of Maharashtra. Center for Science and Environment (2011); and 
Maharashtra Pollution Control Board 
Aligarh, which is a tier II city, where the researcher is stationed, too is grappling with 
pollution. According to a Report A Brief Industrial Profile of District Aligarh'by 
Ministry of Micro, Small and Medium Enterprises, the city is major hub for lock 
manufacturing and hardware industry, zinc polishing units and several slaughter houses 
are also located here that are contributing to heavy pollution. Aligarh is also located in 
close proximity to a major thermal power plant at Kasimpur and that too has aggravated 
the city's environmental problems. 
Table 4.3: Data for Water Pollution IAIigarb) 
Parameter Estimated Actual I 	WHO Standard 
Hardness m L 160 !00 
magnesium m 1L 80.3 30 
1 PH 
FreeCO,(m L) 
8.02 
110.8 
1.0.8.0 
10 
Dissolved Oxygen m l 8.3 5.0 
Biological Oxygen Demand m I 6.8 6.0 
Alkalinity m'L 316 100 
Scarce Adapted from Sarrna & Gangal (20(0) 
The city has been recording a higher than permissible limits of pollution with respect to 
air, water and noise. The ground water in the central part of Aligarh town has been 
reported to be polluted (Kumar, 2009). The water quality records higher than 
permissible limits for hardness, Magnesium, PH, Free CO., dissolved oxygen, 
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biological oxygen demand and alkalinity. The value of Water Quality Index{W.Q.I) for 
Aligarh has been noted at 84.571, signifying the water as excessively polluted (Sawa 
& Gangal, 2010). 
Hasan, Farooqui & Akram (2010) have observed that the city suffers from the problem 
of noise pollution too. 
Table 4.4; Dab for Nobe polutlon AI' 	rtl 
Residential tone 
Actual Pennissible 
Commercial zone BS ~ SS db 
Silent zone 
7S db 6S db 
Sorrce Adapted from HasaQ, Farooqñ & Ahm 12010), 
93.3 db 	SO db 
Like other cities of the country, Aligarh struggles with the problems of air pollution too. 
It has been reported that 82% of sulphur dioxide (SOz), 38% of nitrogen dioxide (NO2) 
and 96% of particulate matter emissions come from the household sector in the country 
(Parikh,1999). The lower income women at Aligarh are at a risk of diseases like acute 
upper respiratory infection (AURI), acute lower respiratory infection (ALRI), chronic 
obstructive pulmonary diseases (COP!)), asthma, pulmonary tuberculosis, eye irritation, 
perinatal mortality and cataract (Singh & Jamal, 2012). The upper middle class residing 
along the main city roads is at a risk of respiratory infections due to smoky fuels and 
emissions from traffic for most of the day time (Sarkar & Rahman, 2006) With dust 
concentrations as high as 3S mg/m' (Ahmad, Khan, Husain, Matloob etal., 2012) 
In the light of the above facts, it was considered proper to include Aligarh for the 
present study as the perception of people from the city would make for an interesting 
reading. Thus, the researcher controlled sample comprised students, engineers, 
management professionals and homemakers from the city. Reliability and validity 
analysis were conducted and items with poor factor loadings and low Chronbach's 
alpha values were deleted. Test of differences, ANOVA procedure was applied on the 
respondents from the three cities (see Table 4.5). Interestingly, significant differences 
did not emerge between the respondents from the cities surveyed indicating similarities 
in perceptions and attitudes of respondents. 
Table 4.5: ANOVA We for Comparison Between Cities 
CONSTRUCT CITY N MEAN SD F 
LIMITS 
MUMBAI 195 2.41 .69 
1.41 137 DEEUII 155 216 .69 
ALIGARH 97 233 .66 
MUMBAI 195 3AI 18 
BoN DELHI 155 3.M .80 1.95 in 
ALIGARH 91 3.18 .80 
A..THRO 
MUMBAI 195 2.72 .74 
1.09 352 DELHI 155 27 .83 
ALIGARH 97 2.15 .01 
[FBB 
1IU!MNAl 195 2A5 .13 
.514 .613 DELHI 
ALIGARH 
155 NO 12 
91 2.43 .19 
EA 
MU48AI 195 233 .66 
.161 .922 DELHI 155 2.46 .61 
ALIGARII 97 1.43 .79 
CRGM 
Mt \18M 
DELHI 
195 135 .85 
168 .858 ISS 252 .80 
ALIGARH 97 2.49 .82 
BGM 
WAIT AI 195 j 	2.93 .81 
.331 .110 DLI II I 	155 1 	2.81 .75 
Al IG.ARII 	97 169 .91 
CRGM 
11'1111.11 	195 
DELHI 	13$ 	_ 
I ALIGARII 	I 	97 
2.34 
2$6 
.79 
.11 .818 	.411 
1 1 	211 I 	AS 
PHASE 11 
Any empirical post hoc modifications should be validated on an independent sample 
(Kelloway,1998; Bawa, 2004). Thus, it was decided to cross validate the instrument 
with data from independent sample. A fresh independent sample was drawn for cross 
validation of the instrument. The questionnaire has been refined on a sample with 
diverse occupational background, including students. It was, therefore, considered 
appropriate to administer the refined instrument only on students, as they were a part of 
the group considered for the first phase of data collection. 
The fresh sample comprised students enrolled in various programmes of a Central 
University as also Colleges located in and around Aligarh (India). The questionnaire 
was personally administered by the researcher and responses were obtained from only 
those respondents who readily volunteered to participate in the survey. Roughly 400 
students were approached of which 370 responses were received. Owing to incomplete 
and missing of critical information, several responses were rejected from further 
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analysis leading to a final sample of 332. A sample of 300 is considered good for 
	 The sample group consists of students from broadly two age groups vii young 
multivariate analysis (Wimmer & Dominick, 2000), Sample size should be 200 or 
	 adults and teenagers. In is interesting to note that there have been relatively few 
greater has been suggested by researchers for SEM estimation (Bentler & Chou, 1987; 
Jaccard & Wan,1996; Loeblin,1998; Kline 2005). It has also been suggested that the 
sample size should be 10 times the number of observed variables, for effective SEM 
estimation (Bentler & Chou, 1987). Researchers have also indicated that considering 
larger sample sizes might increase the sensitivity of the Chi•square test, resulting in 
differences between the observed test statistics and the expected test value. Hence, 
larger the sample size, the more likely the chances fora model to fail to fit via using Chi 
square goodness of 6t test (Barrett, 2007). 
The mode of administration of the instrument was through personal interaction 
employing researcher controlled sampling approach. No payment or other incentive was 
offered to the respondents for filling up the questionnaire. 
studies, even abroad, that have attempted to map the perceptions of teenagers. 
Students are the future buyer group'. It is therefore in the interest of the 
marketers to know their outlook and devise strategies accordingly to tap this 
potentially huge market segment. 
> While students might not directly buy certain things but they do have the power 
to influence the buying decisions made by their parents. It is in favor of the 
marketers to formulate strategies aiming at them, 
D With more than 50 per cent of the population of India falling below 25 years, it 
would not be academically prudent to ignore this segment. 
4.8 DATA ANALYSIS 
4.7 RATIONALE FOR SELECTING STUDENT SAMPLE 
Shuptrine (1975), and Khera & Benson (1970) believe that students respond similar to 
other populations. Hovland (1959), Clevenger, Lazier, & Clark (1965) and Sheth (1970) 
have all concluded that there are no differences between students and non•student 
groups' responses. The rationale behind selecting the mentioned group was: 
Student samples have been neglected in the few studies/surveys that have been 
carried out in India (Jain & Kaur, 2004; Greendex Survey, 2010) for studying 
behavior towards green marketing. 
> While there has been scarce literature on environmental study on students in 
India, there have been studies conducted in other countries like (Martin & 
Simintiras,1995; SchIegehniIeh, Bohlen & Diamantopoulos,1996; Zelenry, 
Chua & Aldrich, 2000; Kilbourne & Polonsky, 2005; Lee, 2008; Lindqvist, 
2010). Thus, there was an urgent need to gauge the perspective of students in 
India too. 
Before analyzing the data, the data was checked for any errors, omissions or 
inconsistencies. This was done by using descriptive statistics like frequency analysis, 
mean and standard deviations. Data was further cleaned of outliers, which were detected 
with the help of box plots. The missing values were replaced with mean values. All the 
said corrective procedures were carried out in SPSS 18. This procedure of cleaning the 
data is necessary to make sure there are no errors while analyzing data. 
During the preliminary stage of data analysis, descriptive statistics such as, frequency, 
percent, skewness, kurtosis, standard deviation were used. The reliability and validity of 
the scale were also tested. Exploratory Factor Analysis (EFA), many researchers use 
EFA and the factor analytic findings to guide scale refinement (Reise, Waller & Comery, 
2000). To overcome the inherent limitations of the Exploratory Factor Analysis i.e. 
interpretation of results is limited by the subjectivity in which factor loadings, cross• 
factor loadings, and factor independence are assessed, the confirmatory factor analysis 
(CFA) is recommended (Lee, 2008; Khan & Adil, 2013). Further, refinement was done 
using Confirmatory factor Analysis (CFA). CFA offers researchers a powerful set c " 
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tools for evaluating the tenability of a hypothesized factor structure both within and 
between populations (Floyd & Widaman, 1995; Reise, Waller & Comery, 2(00). The 
present study, used the methodology as suggested by Gerbing & Anderson (1988) for 
assessing the conceptual model. 
The more advanced stage of analysis was covered into two stages. The fast one 
involved exploring the differences between the groups by using T•test and ANOVA 
(Pallant, 2005; Sekeran, 2003; Khan & Adil, 201)). For the second stage, Structural 
Equation Modeling (SEM) was used to test the proposed researched model, SEM is a 
technique that allows separate relationships for each of a set of dependent variables. In 
its simplest sense, structural equation modeling provides the appropriate and most 
efficient estimation technique for a series of separate multiple regression equations 
estimated simultaneously. It is characterized by two basic components: (I) the structural 
model and (2) the measurement model. The structural model is the path model, which 
relates independent to dependent variables (Hair etal., 2010; Khan & Adil, 2013) 
4.8.1 Scale Refinement 
As already mentioned, the current scale is multidimensional i.e. it measures several 
constnuts. The scale has been constructed to measure three variables, namely, Attitude 
Towards Environment (ATE), Behavior Towards Environment (BTE) and Behavior 
towards Environmental Marketing (BEM). These constructs are further divided into sub 
constructs which combine to form a single measure of a trait. The researcher sometimes 
wants to develop a measurement on a broader range of trail or ability therefore the 
variation of item content and the sue of item must be extended. Measures are ideally 
assigned on the basis of a single dimension of individual differences, but in practice 
researchers often reflect clusters of related but not identical constructs (Raykov & 
Sprout, 2002). 
Scale construction is an important task for theory building, but it is generally neglected. 
Therefore, it was decided to obtain a better scale by refinement, through Exploratory 
Factor Analysis (EFA). Scale revision aims at improving the psychometric properties 
and eventually the validity of the measures. Confirmatory Factor Analysis (CFA) was  
performed repeatedly to obtain a model with better fits, Standardized residuals were 
used to refine the scale and achieve singularity in the dimensions of the constructs, as 
suggested by Gerbing & Anderson (1998). A refined scale can contain even on•fowth 
orone•fiflh of the original items (Mentzer etal., 1999). 
4.8.2 Reliability and Validity of the Scale 
Before the scale can be used for measurement, it has to be assessed for its validity and 
reliability. Reliability measures the stability and trustworthiness orthiness of an instrument. It is 
the degree of stability and dependability of a scale. Reliability reflects a scale's ability 
to consistently yield the same responses (Gatewood & Field, 1990; Khan & Adil, 2013). 
According to Sekran (2003) "reliability of measures indicates the extent to which it is 
without bias (error free) and hence ensures consistent measurement across time and 
across the various items in the instrument". Reliability can also said to be defined as the 
extent to which measures are free from error and hence yield consistent results. 
Peterson (1994) asserts that there is a consensus among researchers that, a scale must be 
reliable to possess practical utility and validity. A scale is said to have validity, if it 
measures the concept it was intended to measure (Bagoai & Philips, 1982). 
Alternatively, validity of a scale maybe defined as the extent to which differences in 
observed scale scores reflect true differences among objects of the characteristics being 
measured (Malhotara, 2005; Khan & Adil, 2013). 
In empirical researches, Cronbach's alpha is estimated to measure the reliability of a set 
of items in a scale (Ilenson, 2001). Cronbach, (1951) referred to internal consistency as 
the proportion of test variance that can be attributed to a set of items. The reliability of a 
construct is determined by calculating the alpha coefficient for internal consistency. 
Nunnally & Bemstien (1994) emphasize over the significance of Cronbach's coefficient 
alpha, since it provides actual estimates of reliability. Peterson (1994) stated that 
Nunnally in 1961 recommended the minimum acceptable range of 0.5 to 0.6 for 
preliminary research. 
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Netemeyer et al. (1991) have stated that to obtain accurate information regarding 
consumer attitudes a reliable and valid measure is necessary. Artificial results may be 
predicted by a scale if the psychometric properties of the scale vary extensively across a 
country (Davis eta)., 1981; Douglas & Craig, 1983; Pararneswaram & Yaprak, 1987). 
A scale for a construct is useful for application only if it is statistically reliable and 
valid. Further, a thorough measurement analysis on insfntments used in empirical 
research is essential for several reasons. First, it provides confidence that the empirical 
findings accurately reflect the proposed construct for the different populations. They 
also yield valid tools to practitioners for assessment, benchmarking and longitudinal 
evaluation of their programmes (Flynn, Schroeder & Sakakibara, 1994). Despite 
repeated calls for rigorous evaluation of the psychometric properties of cross national 
measures (Albaum & Peterson, 1984; Pannasewaram & Yaprak, 1987). Because the 
quality of measurement can affect the accuracy and quality of cross national decision 
making, establishing the psychometric properties of cross national measures is 
important (Netemeyer etal., 1991) Rizvi, 2008, pp 50. 
4.83 Statistical Techniques Used 
1) Reliability 
As already discussed, reliability is the degree to which measures are free from 
random errors and thus yield consistent results. Anderson & Gerbing (1991) state 
that uni-dimensionality is a condition for construct validity and reliability analysis. 
For the present study, uni•dimensionality for each sub•construct was established and 
then reliability analysis was conducted. 
2) Validity Analysis 
For validity analysis Pearson's correlation statistics was applied to determine the 
strength of association between two metric variables (11 alhotra, 2005). 
3) Principal Component Analysis 
Principal Component Analysis (PCA) was performed to check whether the item of 
each sub construct load on a single sub construct. Kaiser•Meyer•Olkin (KMO) and 
Bartlett's Tests were performed to determine if the data are likely to factor well 
(Malhotra, 2005; Khan & Adil, 2013). KMO quantifies the degree of inter 
correlations among the variables, which in turn appropriates the factor analysis. 
Bartlett's test of sphericity measures the correlation among the variables. It provides 
the statistical probability that the correlation matrix has significant correlations 
among at least some variables. Thus, a significant Bartlett's test of sphericity is 
required. 
4) T•test 
Independent sample tests were used to explore the differences between groups 
(Malhotra, 2005). It was used to compare the mean scores of males and females, 
between income groups and age groups. 
5) ANOVA 
One• way ANOVA provides the linearity tests and association measures and helps 
in understanding the structure and strength between the groups and their means 
(Malhotra, 2005). 
6) Structural Equation Model (SEMI) 
Structural Equation Model (SEM) is an advanced multivariate statistical technique 
which helps a researcher to hypothesize and test a model and associated 
relationships. It takes into account the measurement errors and considers both direct 
and indirect effects of variables on one another. latent variables are theoretical 
constructs that unite phenomenon under a single term (Bollen. 1989: Khan & Adil, 
2013). SEM has been used to test the hypothesized model i.e. relationships between 
attitude towards env ironment, general behavior towards environment and behavior 
towards green marketing. The model was tested for goodness of fit, which implies 
that if adequate it argues for the plausibility of the suggested relations among the 
variables. 
SPSS was used to conduct the preliminary analyses of the data, while AMOS 20 
software package was used to test the proposed model for green marketing. 
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4,9 LIMITATIONS OF THE STUDY 
Like any other study, the present study also suffers from certain limitations, that have 
been discussed below. 
Researcher controlled sample has been considered, which no doubt restricts the 
generalizability of the findings of present research. 
> Comparatively younger sample used for purpose of cross validation can be 
considered to be more aware of the environmental issues and its deleterious 
effects than the general population. This level of awareness is bound to influence 
the responses regarding the attitudes and behavior of the respondents. 
The price factor has not been taken into account. It is still unclear whether a 
positive environmental attitude and behavior will lead to purchase of green 
products even if they are highly priced. 
Response bias can creep in as the questionnaire was related to a social issue. It is 
quite possible that the respondents answered the most socially acceptable option, 
even though they might not be involved in performing it. 
Rural consumers which comprise roughly 70!. of the populations, have not been 
considered in the study. Needless to say that rural hinterland too has not been 
left untouched by the negative effects of pollution and thus to get a complete 
picture of the environmental scenario in India, it would be proper to take into 
account the nual viewpoint as well. 
Other income groups like the ultra rich globals and the new rich, aspirers have 
not been considered. 
4,10 SUMMARY 
The chapter explores the methodology used in this research including information 
gathering, instrument development, pre testing, pilot survey, data collection and data 
analysis process. The research instrument was pretested and the data collection was 
done in two phases. During the first phase of the study, the instrument used was refined 
while second phase comprised cross validation and model testing on the student sample. 
The statistical techniques used in data analysis have been discussed with their purpose 
and benefits and use in the study. The results for the data analysis have been discussed 
in the next chapter. 
were undergraduate, graduate and postgraduate. The ratio of responses from Lower 
Middle Class (LMC) and Upper Middle Class (UMC) was at 60:40. 
CHAPTER 5: ANALYSIS & INTERPRETATION 
The following chapter discusses the analysis and interpretation of data. First, descriptive 
statistics was employed to generate demographic profile of the respondents. Then 
preliminary analysis to test the reliability and validity was conducted. Further, 
Structural Equation Modelling (SEM) has been employed for testing of hypotheses 
through path analysis and validation of the model. Finally, T• test and ANOVA have 
been applied to map the differences between the respondents. 
The analysis has been presented into sections. The first section presents the 
demographic profile of the respondents generated using descriptive analysis. The 
second section deals with preliminary analysis, including measures of reliability and 
validity. Further, the next section presents results of results of Structural Equation 
Modeling (SEM) using AMOS 20. SEM helps to assess the relationship between the 
factors. It is also employed to confirm the proposed theoretical model. T•test has been 
used to map differences for the demographic variables gender and age. And finally the 
ANOVA results have been presented. ANOVA was used to test for differences among 
the respondents in terms of income. 
Table 5.1: Demographic Characteristics of Sample (PHASE II) 
Vuubk Freqac.cy Pereat(%) 
Gender 
We 
Femrlc 
169 
163 
50.9 
9.1 
Teens 
Young Adults 
129 
203 
38.9 
61.1. 
Undergraduate 
Graduate 
Postgraduate 
112 
119 
102 
33.7 
35.5 
30.7 
Income 
LMC 
UMC 
201 
131 
60.5 
39.5 
Ke1•. LMC. Lower Middle Clus; UMC. Upper Middle Class 
5.2 PRELIMINARY DATA ANALYSIS 
The purpose of the preliminary data analysis was to (a) check the reliability of the scale, 
using Cronbach's alpha together with inter•item correlations, (b) convergent validity of 
the constructs and (c) descriptive analysis of the demographics of the respondents. 
5,1 DEMOGRAPHIC DATA OF RESPONDENTS (PHASE I1) 
The demographic profile of the respondents from the second phase has been presented 
in Table 5.1. The sample comprised of a total of 332 students. About 40% were 
teenagers and the rest 60% form the young adults group between the age of 20 to 25 
years. The distribution of the male and female is almost equal, with about 51% males 
and 49% females. The data also offered a good mix of respondents from all the three 
educational background considered for the study. Almost equal share of respondents 
5.2.1 Reliability Analysis 
Ascertaining the measurement reliability is of utmost importance in theoretical as well 
as applied research. This is because reliability makes the compulsory first step towards 
ensuring construct validity (Cronbach, 1951: Allen & Yen. 1979: Anastasi & Urbina, 
1996; Aiken, 2002; lacobucci & Duhachek, 2003). Reliability estimates are considered 
of such high importance that even when one is not creating a new scale but only using 
the established ones, the reliability indexes are expected lobe reported. By far the most 
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frequently reported reliability index is Cronbach's coefficient alpha (Peterson,1994; 
Hogan, Benjamin & Brezinski, 2000; lacobucci & Duhachek, 2003). 
Reliability estimates for the present research were calculated using Cronbach's alpha. 
Keeping in view that various researchers working in the area of environment and other 
related fields, have accepted the limit of 0.5 (Jain & Kaur, 2004; Ndubisi, 2008; 
Erdogan, 2009; Omar et al., 2010; Vashist, Wadhwa & Uppal, 2012), a threshold limit 
of 0.5 was considered for the present study. This holds especially true in the case where 
the respondents have been students (Erdogan, 2009; Omar etal., 2010; Vashiss, 
Wadhwa & Uppal, 2012). All items in each set were positively correlated with one 
another (see Table 5.2). 
5.2 2 Validity Analysis 
Construct validity of a scale can be established by correlation or convergent analysis. 
Correlation analysis assesses the degree to which two items of the same concept are 
correlated. Convergent validity is said to be established when the scores obtained with 
two different instruments measuring the same concept are highly correlated (Sekran, 
2003). After deleting certain items from some constructs, the inter•iteco correlation 
values were found to be satisfactory. Barring a few items, the values were close to 0.3 
or higher. It must be noted that item correlation of .03 is recommended (Robinson, 
Shaver & Wrightsman,1991). Inter•total correlations were also found to be satisfactory, 
i.e. 0.30 with only certain items being less than 0.30 (see Table 5.2). The recommended 
values of correlation by Cohen (1998) are r = 0.01 to 0.29 (small correlation), r = 0.30 
to 0.49 (medium correlation), and r=0.05 to 1.0 (large correlation). 
In the words of Bollen (1989), reliability and validity are separate but closely related 
conditions. If an instrument is valid, it is not necessary that it will be reliable. Similarly, 
a reliable instrument does not guarantee validity. A measure may be reliable but not 
valid, or it maybe valid but not reliable (Holmes•Smith, Cunningham & Cootc, 2006). 
The results from the reliability analysis and the correlation analysis are supportive of 
each other. Therefore it can be concluded that the instrument is reliable as well as valid. 
5,23 Exploratory Factor Analysis 
Factor analysis is a statistical method that describes variability in observed variables 
and correlate variables in terms of a potentially lower number of unobserved variables 
called factors. Extant literatures show that there is a lack of consensus among 
researchers vis-a•vis (Edgell & Nowell, 1989; Noe & Snow,1990; Lefcourt,1996; 
Khan, Khan & Adil, 2012; 2013) number of dimensions that emerge on the NEP scale. 
It ranges from single dimension to as many as four with majority of the studies 
advocating for three dimensions. However, studies with three dimensions often reported 
some discrepancies in loadings of individual items, therefore, Dunlop el al. (2000) 
suggested to factor analyze the items in order to confirm the number of dimensions. 
Gooch (1995) indicated that since the Dominant Social Paradigm (DSP) and the New 
Environmental Paradigm (NEP) as theoretical concepts have been formulated and 
developed in the United States, thus, it is advisable to test the applicability of scales in 
the context of other cultures and countries. Similarly, the General Environmental 
Behavior (GEB) scale and Behavior towards Green Marketing (BGM) scale are multi 
dimensional scales developed in the West. It was therefore deemed appropriate to factor 
analyze and check the distribution of items amongst the dimensions in case of emerging 
economy like India. Due to the lack of a commonly accepted or widely agreed 
conceptualization scheme as also investigations of the dimensionality of the three 
variables (NEP, GEB, and BGM), the researchers in the present study combined an 
exploratory factor analysis (EFA) procedure with Confirmatory Factor Analysis (CFA) 
to reduce any ambiguity. 
It is obvious that a measurement scale should be unidimensional: the scale scores 
should reflect individual differences on a single common dimension (Hattie, 1985: 
Lumsden, 1961). If a scale is multidimensional (i.e. has multiple correlated 
dimensions), then not only is the total score more challenging to interpret but different 
aspects of the scale (e.g., its content facets) may have different correlations with 
external variables (Zuckerman & Gerbasi.1911). For these reasons, many researchers 
have conducted factor analytic studies to demonstrate that an existing scale is not 
unidimensional. 
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In fact, exploratory factor analysis summarizes underlying correlation structure for a 
data set. Reise, Waller & Comrey (2000) argue that research may exhibit that an 
existing measure has a factor structure which may not be generalizable across different 
samples (e.g. men and women) or may have an underlying structure that might not have 
been advised by the original authors (e.g., a supposed threedimensional measure is 
actually four dimensional) EFA during the initial factor extraction produces orthogonal 
variables that are generally not readily interpretable. Thus, after the initial extraction, 
researchers usually rotate the factor pattern to a psychologically interpretable position 
(Reise, Waller & Comrey, 2000). 
Varimax, Promax and Oblimin are some of the most often used rotation algorithms in 
psychology, and they try to adjust the factors to maximize a criterion (decisive factor) 
called as simple structure (Thurston, l947), Simple structure means that items load 
highly on one or possibly two factors and have near zero loadings on the remaining 
factors. Rotated simple structure solutions are often easy to interpret, as compared to the 
originally extracted (unrotated) factors, which pose problems (Reise etal., 2000). Many 
researchers prefer orthogonal rotations, while others have relied on varimax rotation 
owing to ease of interpretation. 
The present analysis was performed relying on Principal Component Analysis (PCA) 
with varimar rotation. The three factors identified were chosen in terms of Bartlett's 
test of sphericity and Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy. As 
the items get deleted from the scale, it affects all the other items remaining in the scale. 
A very careful approach of deleting only one item per run was thus adopted. As a result 
several items got dropped due to cross or poor loadings and the remaining items 
converged to a single factor (sub construct) [seeTable 5.2]. Each of the three variables 
was factor analyzed separately to ensure the unidimensionality of the constructs within 
them. Further, reliability tests were performed to confirm their reliability. Employing 
the procedure, NEP2, NEP9, GEBI3, GEB14, GEBIS, BGM20, BGM24, BGM27 were 
deleted. The final scale may contain lesser, even one•foureh to one•fifth of the original 
scale items (Mentzer, Flint & Kent,1999). According to Hair et al. (2006), more items 
(measured variables or indicators) are not necessarily better. 
m 0 
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5.3 CONFIRMATORY FACTOR ANALYSIS (SECONDARY 
	 1991). This is necessary because the indices reflect the aspects of the model fit. CFI, 
ANALYSIS) 
To overcome the inherent limitations of the exploratory factor analysis i.e. 
interpretation of results is limited by the subjectivity in which factor loadings, cross. 
factor loadings, and factor independence are assessed, confirmatory factor analysis 
(CFA) is recommended (Lee, 2008; Khan, Khan & Adil, 2013). The present study uses 
the methodology suggested by Gerbing & Anderson (1988) to assess the measurement 
model, 
CFA is a theory driven confirmatory technique, which implies that the planning of the 
analysis is driven by the theoretical relationships among the observed and unobserved 
variables. When CFA is conducted, the researcher uses a hypothesized model to 
estimate a population covariance matrix which is compared with the observed 
covariance matrix. Technically, the researcher desires to minimize the difference 
between the estimated and observed matrices (Schreiber, Stage, King et al., 2006; Khan 
& Adil, 2013). In fact, through CFA an attempt is made to examine the significance of 
individual structural paths, which represent the impact of one latent variable on the 
other or the latent construct on the observed variable. The researchers use the 
measurement model to examine the extent of interrelationships and co variation (or their 
lack) among latent constructs (Khan & Adil, 2013). In conclusion, CFA proposes a 
specific hypothesized factor structure (including the correlations among the factors) and 
then statistically evaluates it (Reise, Waller & Comrey, 2000; Khan & Adil, 2013). CFA 
procedures offer researchers a powerful set of tools for evaluating the rationality of a 
hypothesized factor structure both within and between populations (Floyd & Widaman, 
1995; Reise, Waller & Comrey, 2000; Khan & Adil, 2013). 
53.1 Measures of Fit 
CFA output mainly includes fit indices. The key goodness of fit values includes chi• 
square statistic, the CFI and the RMSEA (Hair, et al, 2006). Since there are no set rules 
for assessing the model fit, reporting of a variety of indices is essential (Crowley & Fan, 
GFI, NFl are the most commonly reported fit indices (Me Donald & Ho, 2002). Kline 
(2005), Hayduk, Cummings, Boadu, Paadaerka•Robinson & Boulianne (2001) and 
Hooper, Coughlan & Mullen (2008) all have emphasized reporting of the chi square 
with its degree of freedom and associated p value as mandatory. Hooper et al., (2008) 
have also recommend reporting RMSEA along with its confidence interval, SRMR, CFI 
and PNFI whereas Kline (2010) has recommended to report Chi-square test, the 
RMSEA, the CFI, and the SRMR. 
These indices have been chosen over other indices as they have been found to be most 
sensitive to sample size, model misspecification and parameter estimates (Allil, 2009; 
Hooper, et al., 2008; Khan & Adil, 2013) 
Table 5.3. Fit Indices with their Acce tabte Thresholds 
FIT INDEX Acceptable Threshold Levels Sources 
Chi• Square X Lower X relative to degrees of 
freedomuith 	>0.05 
Hoops et al., 2008 
Named X 	 df) 2:1 Tabachnik & Fidc~ 2001 
3:1 Kline, 2005 
RMSEA Less than 0.01 Skier, 2001 
SRMR Less dan 0.08 Hu & Benda,1999 
GFI > than 0.9 kresko & Sorbotn, 2002 
AGFI Greater than .0.9 &nller,  &Boner, 1980 
CFl Greater than .0.9 Bentley &Boner 980  
Sundardited 
Residuals 
Less than 2.58 koreskog & Sorbont 2002 
PNFI No threshold levels Her er al., 2008 
Sauce: AIIi1.2009 
53.2 Fit Estimates 
A series of attempts have been made to construct a more parsimonious and a stronger 
fining model keeping the key fit indicators in mind. It has been observed that measuring 
up of a scale in all areas is rarely done. The areas of greater focus have typically been 
CMINldf. GFI, AGFI, CFI. RMSEA, Chi•square'df and finally, coefficient alpha. 
Hence, based on the relevant theory and suggestions of earlier researchers, an attempt 
has been made to generate more robust model for each of the three dimensions 
considered in the study viz Attitude towards environment (NEP scale), General 
Environmental Behavior (GEB) and Behavior towards Green Marketing (BGM). It is to 
be noted that seven items contributing to in dimension (Anthro, BoN, Limit) were 
retained in case of NEP (see Figure 5.1) while six items contributing to two dimensions 
(EFBB, EA) were retained in case of General Environmental Behavior (GEB) (see 
Figure 5.2) and lastly eight items contributing to three dimensions (CRGM,TRUST, 
BMC) were retained in case of Green Marketing Behavior (BGM) (Figure 5.3). 
Table 5.4: FB Indices for Confirmatory Factor Analysis 
ATE GEB BGM 
d 41.6121 10.2818 93.132)  
'Idf 2.210 1.285 2.930 
RMSEA .043 .029 .056 
SRMR .018 .034 .059 
CFI .990 .911 .983 
GFI .933 .923 .956 
AGFI .911 .895 .929 
PNFI 312 494 .322 
1) Absolute Fit Indices 
Absolute fit Indices indicate how well the conceptualized model fits the data or 
reproduces the data (Mc Donald, et al., 2002). They include Chi•Square test, 
GFI, AGFI, RMSEA and SRMR, but might not be restricted to these only 
(Hooper, et al., 2008) 
• Chi- Square : It is the difference between observed and expected 
covariance matrices. Values near to zero indicate better his (Gatignon, 
2010). The chi square values for ATE were 47.67 (dfi 21), for GEB 
were 10.281(df 8) and BGM were 93.16 (df 32). 
• GFI: The GFI for ATE was 0.933; GEB was 0.923 and for BGM the 
value was 0.956. 
• AGFI: The AGFI value for ATE was 0.911; for GEB was 0.895 and for 
BGM as 0.929. 
1 RMSEA: The RMSEA value for ATE was 0.043; for GEB the value was 
0.029 and for BGM again it was 0.056. 
• SRMR: The SRMR for ATE was 0.018; for GEB it was 0.034 and for 
BGM it was 0.059. 
2) Normed Chi.Square 
Normed Chi-Square is chi square index divided by the degrees of freedom. The 
values for the present CFA models for each construct are ATE= 2.210; for GEB= 
1.285 and BGM=2 930. 
3) Relative/Incremental! Comparative Fit Indices 
It compares the performance of the proposed model with the baselind null 
model (Joreskog & Sorbom,1993). The NFI and CFI are included in the 
Comparative Fit Indices. Comparative Fit Indices (CFI) values for the CFA were 
as follows i.e. ATE=.990; GEB~.911 and BGM=.983. 
4) Parsimony Fit Indices 
A model high in parsimony (simplicity) is a model with relatively few 
parameters and relatively may degrees of freedom. On the other hand, model 
with many parameters and few degrees of freedom is said to be complex or 
lacking in parsimony (Hooper et al., 2008; Allil 2009, Khan & Add, 2013). The 
values for Parsimony Fit Indices (PNFI) were, for ATE= 0.322; for GEE6.494 
and BGM4322 
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Figure 5.1: Results of Measurement Model for NEP  Figure 5.3: Results of Measurement Model for BGM 
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Figure 5.2: Results of Measurement Model for GEB 
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5,4 STRUCTURAL EQUATION MODELING (SEM) 
Structural Equation Modeling (SE:NI) tests and estimates causal relationships b~ 
combining statistical data and qualitative causal assumptions (Seawell, 1921). SEM was 
used in the present study to analyze the data and generate relevant model. The models 
generated by SEM are more realistic and accurate than the commonly used multivariate 
analysis techniques. AMOS 20 was used in this research to estimate, asses and present 
the model with path diagrams, to show the hypothesized relationships between the 
variables. 
An effort has been made to examine as to what influences the green marketing behavior 
in people. An attempt to construct a linear relationship between attitude, general 
behavior and specific behavior has been made. The anticipated model was tested against 
III 
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various parameters of goodness of fit A precise model of green marketing behavior was 
expected to be generated. 
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5,4,1 Constructs Considered in the Research 
The proposed model comprised of three endogenous latent constructs with their 
respective exogenous latent constructs, The first endogenous construct ATE comprised 
of three exogenous constructs, ANTHRO, BoN, LIMITS. The second endogenous 
construct BEG comprised of two exogenous constructs, EFBB and EA. The third 
endogenous construct BGM comprised of three endogenous construct, CRGM, TRUST, 
BMC. 
An exogenous construct is a latent, multi —item equivalent of the independent variables; 
it does not get effected by any other construct in the model. Endogenous construct is 
latent, multi•item equivalent of the dependent variable; it is a construct that is affected 
by other constructs in the model (Hair et al.,2006). The conceptualization of the model 
has been done on the basis of existing literature. Each construct comprised at least two 
items with maximum of three. 
The data has been analyzed on the basis of Anderson and Gerbing's (1998) two-step 
approach. The first step involves establishing unidimensionality, reliability and validity 
of each construct. This was done by using SPSS 18. The second step involves 
assessmendconstnction of the assessment model using AMOS 20. It is recommended 
to use two step approach as it helps overcome the poor model fit problem associated 
with single•step approach (Kline, 2005). 
5.4.2 Measures of Fit (SEM) 
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According to Yuan (2005), assessing whether the conceptualized model fits the data is 
the most key step for Structural Equation Modeling. Here too, like in CFA, reporting of 
the variety of indices is important. The most commonly reported fit indices for SEM are 
CFI, GFI, NFl (Mac Donald & Ho, 2002; Khan & Adil, 2013) [for details on fit indices, 
please refer to measures of lit in section 5.3.1] 
5A3 Fit Estimates 
The proposed research model, in Fig 5.4, explaining the green marketing behavior, was 
constnrcted after a thorough review of the literature. Structural Equation Model was 
generated in AMOS 20. The following indices were observed from the generated 
model. 
TABLE 5.6: Summary of Fit Indices of the Proposed Model 
FIT 1,5DICATORS Recommended Values Observed Values Fit 
(d 2.54.5 58.835 20 
/df 2.3 2.942 YES 
RMSEA Less than 0.01 0,054 YES 
SRMR Less than 0.08 0.043 YES 
CFI Greater than 0.9 0.946 YES 
GFI ? than 0.9 0.943 YES 
AGFI Greaterthan0.9 0.760 NO 
PNFI No threshold levels 0.043 
5.4.4 Path Analysis and Hypotheses Testing 
The structural model was estimated using AMOS 20, Maximum Likelihood Estimati 
was used for calculating standardized path estimates. A model depicting line 
relationship between, Attitude towards Environment. General Environmental Behav: 
and Behavior towards Environmental Marketing was tested. Path coefficients and M 
(~) values were used to assess the direction of relationships and test the hypothesis. 
The results of structural equation model are given in Table 5.7 and illustrated in Figt 
➢ HI: Anthropocentrism has a direct and significant influence on Attitude towards 
	 The results from the model indicate that Environmental activism has a 
Environment. 
The model shows that anthropocentrism has a direct and significant path and a 
positive influence on attitude towards environment. Therefore, HI stands not 
rejected. 
➢ Hl: Balance of Nature has a direct and significant influence on Attitude 
towards Environment. 
The model presents that Balance of Nature has a direct but insignificant 
influence on Attitude towards Environment. Thus, H2 is partially rejected. 
> H3: Limits of Growth has direct and significant influence on Attitude towards 
Environment. 
From the results of the model, it can be concluded that, Limits of Growth has a 
significant and direct influence on Attitude Towards Environment. Therefore. 
113 is not rejected. 
H4: Attitude Towards Environment (ATE) has a direct and significance 
influence on General Environmental Behavior (GEB). 
The model shows that Attitude Towards Environment has a direct and 
significant influence on General Environmental Behavior. H4 is therefore not 
rejected. 
significant and direct influence on General Environmental Behavior. Therefore, 
H6 is not rejected. 
➢ H7: General Environmental Behavior (GEB) has a direct and significant 
influence on Behavior towards Green Marketing (BGM). 
It is verified from the results of the model that general environmental behavior 
has a significant and direct influence on behavior towards green marketing. 
Hence, H7 is not rejected. 
➢ H8: Consumer's Response towards Green Marketing (CRGM) has a direct and 
significant influence on Behavior towards Green Marketing (BGM). 
It is suggested from the generated model that consumer response towards green 
marketing has a direct and significant influence on behavior towards green 
marketing. Hence, it can be concluded that H8 is not rejected. 
➢ H9: Better Marketing Communication (881C) has direct and significant 
influence on Behavior towards Green Marketing (BGM). 
From the results of the model it can be concluded that better marketing 
communication has a direct and significant influence on behavior towards green 
marketing. Therefore, H9 is not rejected. 
➢ 
HIO: Trust in a product (TRUST) has a significant and direct influence on 
Behavior towards Green Marketing (BGM). 
i 115: Environmental Friendly Buying Behavior (EFBB) has a direct and 
significant influence on General Environmental Behavior (GEB). 
	 The model suggests that trust in green products has a direct and insignificant 
influence on Behavior towards green marketing. HIO is therefore partially 
From the results of the model, it can be concluded that Environmental Friendly 	 rejected. 
Buying Behavior has a significant and direct influence on General 
Environmental Behavior. Thus, 115 is not rejected. 
116: Environmental Activism (EA) has a direct and significant influence on 
General Environmental Behavior (GEB). 
Hypothesis Dimension fi va1ce p Critic9I 
Ratio 
Results 
Hl Anthro4ATE 0.46 0.023 3.913 Not Rejected 
112 BoN4ATE 1.68 0.437 4.99 Partially Rejected 
113 I imits9ATE 039 0.032 6.055 Not Rejected 
H4 ATE4GEB 0.55 0.042 10.440 Not Rejected 
H5 EFBB4GEB 0.40 0.012 6.58 Not Rejected 
116 EA~GEB 039 0.016 4.021 Not Rejected 
H7 GEB BGM 0.52 0.034 4.331 Not Rejected 
118 CRGM4BGM 0.68 0.022 4.302 Not Rejected 
H9 BMC4BGM 0.61 0.028 6.992 Not Rejected 
HIO TRUST4BGM 0.46 0.214 7.911 Partially Rejected 
TOAI F 41- Summary of SEM Results and Hvootheses Testin4 
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5.5 INDEPENDENT SAMPLES 1-TEST 
	 young adults (M = 2.1668, SE =.01511) [please, see Table 5.8(a) and 5.8(b)]. Thus, the 
The independent samples T•test is used when two separate sets of independent and 
identically distributed samples, one from each of the two populations, are compared. In 
the present study, 1—test was used to differentiate based on gender and age. Statistical 
software package SSPS 18 was used to analyze the data. Before using T. tests, Levene's 
test was applied to check for the assumption of homogeneity of variance. If the 
significance for the Levene's test was 0.05 or below, the "Equal Variance Not 
Assumed" test was used, or else the "Equal Variances Assumed" test results were used 
(Field, 2006; Allil, 2009). 
The American Psychological Association now suggests that all published works must 
report effect sizes. Field (2006) states that being statistically significant does not prove 
that the effect it measures may be important or meaningful. An answer to this argument 
is measuring the size of the effect that is being tested in a standardized way. Effect sizes 
help in providing a purposeful measure of the importance of an effect. It is the measure 
of strength of an observable fact (Alhl, 2009; Kelly & Preacher, 2012). 
The effect size is calculated using the following formula, 
Cohen (1998) has suggested the given ranges for effect sizes, r =.10: small effect, r = 
.30: medium effect and r =.50: large effect. 
5.5.1 Anthropocentrism (Anthro) 
AGE 
Significant differences were observed between young adults and teenagers on the 
construct anthropocentrism (p<,85). The size effect was medium (r = .29). Thus, the 
teenagers (M = 3.3939, SE _ .07719) exhibited higher levels of anthropocentrism than 
following hypothesis was rejected. 
HI,: Significant differences do not exist between respondents based on age with 
respect to Anthropocentrism, 
Table 5.8 (at: Grouo Statistics for Anthropocentrism and Age  
Agagroap N Mean Std. Deviation 
Std Error 
Mean 
Teenagers 129 3.3939 .87676 .01119 
Young Adults 203 2.7668 1.01953 .01511 
Table 5.8 (b l: 1n4 endent Samples Test for Anthropocentrism and Age  
Levene's Test for 
ualh o1Variances for 	ua8 	of Means __±! 
F J.! 	. _L JL 
Sig. (2• 
tailed 
Loetr U 	r lower U 	r Lower 
E ual variances assumed I4.895 .000 5.537 330 .000 
Equal variances not 
assumed 
5.791 310.699 .000 
GENDER 
Significant differences were not observed between male and female respondents on the 
construct anthropocentrism (p>.05). The effect size was very small (r— 0.066). Both 
males (M=3.0794, SE= .08045) and females (M= 2.9390, SE= .08243) had similar 
views on anthropocentrism [see Table 5.8(c), 5.8 (d)). Thus, the following hypothesis 
was not rejected. 
H11 : Signi ficant di fferences do not exist between respondents based on gender 
with respect to Anthropocentrism 
Table 5.8 (c): Group Statistics for Anthropocentrism and Gender 
Std. Error 
Gender N Mean Std. Deviation Men 
Female 163 2.9390 1.05246 	.08243 
Male 169 3.0794 1.04580 	.08045 
120 
Table 5.8(d): Inde ndent Samples Test for Anthropocntrisni and Gender 	 5.5.2 Balance Of Nature (BoN) 
Levene's Test for 
nifty of Varisuces 	test for Equality of Hans 	 AGE 
St. (1• 
F 	S. 
Lower Uppç  
Equal variances assumed 	.004 	.948 
Equal variances not 
assumed 
INCOME 
t 	df 	ti 	 Significant differences were found to exist between young adults and teenagers on the 
Lower Upper Lower 
	
.1.218 	330 	.224 	 construct Balance of Nature (p<.0S). Effect size observed has been small (r =.1811). 
.1.218 	329.402 	.224 	 The young adults (M = 2.5764, SE _ .0113 1) were slightly more concerned about the 
balance of nature than teenagers (M = 2.1664, SE _ .08446) [please see Table 5.9(a), 
5.9(b)]. Thus, the following hypothesis was rejected. 
Significant differences were noted between respondents belonging to lower middle class 
and upper middle class regarding anthropocentrism (p< .05). However, the respondents 
from lower middle class (84=3.1310, SE=.01210) had more anthropocentric views than 
upper middle class (M= 2.8164, SE= .09201). The size of effect was observed to be 
very small (F .0669) [please see table 5.8(e), 5.8(f)]. Therefore, the following 
hypothesis stands rejected. 
H31 : Significant differences do not exist between respondents based on income 
with respect to Anthropocentrism. 
T.W. £0 I,.t.  i .rn, C o l e Onr Anthrn,wsnfitm and k wne 
Income N Man Std. D 
Std. Error 
Mad 
LMC 201 3.1370 1.03074 .07270 
UMC 131 2.8164 1.05313 .09201 
1141 Significant differences do not exist between respondents based on age with 
respect to Balance of Nature. 
T~hls S 0 Isl- f m in SMittir_t fnr KtilemA of Nsturs and Ane 
Age. Group N Man Std. Deviation 
Std. Error 
Man 
Teenagers 129 2.1664 .95926 .08446 
Yo[_ ung Adults 203 2.5764 1.10145 .01131 
Table 5.9 (b): Independent Samples Test for Balance of Nature and Age 
Levtne's Test for 
gualtr of Variances t test for 	uatit y of (fans 
_L . _L f 
Sig. (2• 
taikd 
Lower U 	r 	Lower U 	r Lower 
Equal variances assumed 6.159 .010 	.3.472 330 .001 
Equal variances not 
assumed 
-3.580 299134 .000 
Table 5.8 (fJ: Independent Samples Test for Anthropocentrism and Income 
Levene's Test for 1 	 I 
E uality of Variances 	t-test for Equality of Means 
Sig. (2- 
F 	S' . 	t 	df 	tailed) 
Lower Upper Lower U r Lower 
ual variances asswned 	765 	.382 	2.746 	330 	.006 
Equal variances not 	 2.134 	213.660 	.001 
assumed 
GENDER 
No statistically significant difference was observed between males and females on the 
construct Balance of Nature (p>.0S). The effect size was observed to be small (r-
.1231). Males (M= 2.5459, SE= .08511) and females (M= 2.2835, SE= .01898) had 
almost similar views regarding balance of nature, with only slight females being more 
concerned than the males [please see Table 5.9(c), 5.9(d)] the following hypothesis was 
not rejected. 
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HS. Significant differences do not exist between respondents based on gender with 
respect to Balance of Nature. 
Table 5.9 (c): Group Statistics of the Balance of Nature and Gender 
Std. Error 
Gender N Mean Std. Deviation IMean 
Female 163 2.2835 1.00839 .01898 
Male 169 2.5459 1.10643 .0851 
Table 5.9(0: Independent Samples Teat for Balance of Nature and Income 
Levtae's Test for 
anti 	oiVaruares t-tatfor 	uali 	of Means 
F _L f Sig. (2- tud)  
Lower jpp r Lower jp Lower 
Eilul variances assumed .119 .391 •1.826 330 .069 
Equal variances not 
assumed 
•1.808 268.738 .072 
5,53 Limits of Growth (Limits) 
Table 5.9(d): Independent Samples Test for Balance of Nature and Gender 
Leviot's Test for 
E uali 	of Variances West for 	uali ' of Means 
t df 
S.(2. EF U 	r tikd  Lower U Lower 
ual variances assumed .278 •2.256 330 .025 
Equal variances not 
assumed 
.2.260 326.594 328.954 
hypothesis was not rejected. 
AGE 
Significant differences were not found to exist between young adults and teenagers on 
Limits of Growth (p> .05). Teenagers (M =1.7923, SE: .07924) and young adults (M= 
1.6995, SE= ,05536) were on the same plane when it came to limits of growth. The 
effect size was too small (r = .06) [please see Table 5.10(a), 5.10(b)]. Thus, the 
INCOME 
Significant differences were not found to exist between people from lower middle class 
and upper middle class (j> .05). the lower middle class (M= 2.3312, SE= .07354) and 
the upper middle class (M= 2.5489, SE .09539) had almost similar views regarding the 
balance of nature. The size of effect was small (r—.109) [see Table 5.9(e), Table 5.9(f)]. 
The given hypothesis was not rejected. 
H6,: Significant differences do not exist between respondents based on income 
with respect to Balance of Nature. 
Table 5.9(e): Group Statistics of Balance of Nature and Income 
Std. Error 
Income N Mean Std. Deviafon Mean 
LMC 201 2.3312 1.04256 .07354 
U 11C 131 2.5489 1.09118 .09539 
HAS: Significant differences do not exist between respondents based on age 
regarding limits of growth. 
Table 5.10 (a): Group Statistics for limits of Growth and Age 
Age-Group N Meal Std. Deviation 
Std. Error 
Mean 
Teenagers 129 1.7923 .90003 .01924 
Young Adults 203 1.6995 .78875 .05536 
Tahla 5.10 thl, Indenendent Samples Test for Limits of Growth and Ace 
Levtoe's Test for 
E each of Variances t•test for E uali y of Means 
St. (2. 
F S' . t 	dl' tailed)  
Lower U 	r Lower U 	er Lower 
Equal variances assumed 5.343 .021 .989 330 .324 
Equal variances not 
assumed 
.960 246.260 .338 
124 
	 125 
H99 : Significant differences do not exist between respondents based on 
GENDER 
	
income with respect to limits of growth. 
There is insignificant difference between males and females on Limits of Growth 
(p.05). The effect size was slightly higher than medium and lower than large (r-
.0483). Both males (M= 1.7750, SE=.06518) and females (M=1.6947, SE= .06422) 
exhibited almost similar responses when it came to concern regarding limits of growth 
[please see Table5.I0 (c), 5.10 (d)]. Therefore, the following hypothesis was not 
rejected. 
H8,r significant differences do not exist between respondents based on gender 
with respect to limits of growth. 
Table 5.10(c): Group Statistic for Limits of growth and Gender 
Error 
Gender 	N 	Mean 	Std. Deria 	
Std. 
tan 	Mean L aie 	163 	1.6941 	.81987 	.06422 
Malt 	169 	1.7150 	.84729 	.06518 
Table 5.10(d): Independent Samples Test for Limit of growth and Gender 
JE
Leveoe's Test for 
nality oIVariuceS 	West for E uality of Means 
Sig. (2- 
F 	S' . 	t 	dl 	tailed 
Lower U r Lower Upper Lower 
E ual variances assumed 	.932 	.335 	•.877 	330 	.330 
Equal variances not •.818 	329.402 	.329.996 
assumed 
INCOME 
Significant differences do not exist between lower middle class and upper middle class 
on Limits of Growth (p > .05). Lower middle class (M= 1.7299, SE= .05908) and the 
upper middle class (M=1.7443, SE= .07257) showed almost similar attitude for limits 
of growth [see Table 5.10 (e), 5.10 (0]. The size of effect was however very small (r-
162). The following hypothesis therefore was not rejected. 
Table 5.10 (e): Group Statistics for Limits of Growth and Incis=e 
Income N Mean Std. D t Mon 
Std. Error 
Man 
LMC 201 1.7299 .83766 .05908 
UMC 131 1.7443 .83058 I 	.07257 
Table 5,10 (: Independent Samples Test for Limits of Growth and Income 
Lcvene's Test for 
E uali 	of Variances West loqy lo 	 of Means 
F S' 	. t df 
Sig. (2• 
tailed 
Lower U 	r Lower U 	r Lower 
Equal variances assumed .123 .126 -.154 330 .878 
Equal variances not 
assumed 
IS4 269.613 .878 
5.5.4 Environmental Friendly Buying Behavior (EFBB) 
AGE 
Significant differences were observed between young adults and teenagers regarding 
environmental friendly buying behavior (p < .05). The size effect was medium (r 
.345). Thus, teenagers (M = 2.7178. SE _ .0564) were slightly more inclined towards 
purchasing environmental friendly goods than young adults (M = 2.2768, SE: .0454). 
[please see Table 5.11(a), 5.11(b)]. Thus, the following hypothesis was rejected. 
Jib: Significant differences do not exist between respondents based on age with 
respect to Environment Friendly Boring Behavior. 
Table 5.11 tat: Group Statistics of Environmental Friendly Buying Behavior & Age 
Proup N 	Mean Std. Deviation 
Error Std. 
. Err 
 
Teena eis 129 2.7178 .64063 .05640 
Young Adults 203 2.2168 .64685 .04540 
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Table 5,11(b): Independent Samples Test for Environmental Friendly Buying Behavior 	 INCOME 
Age 
Levene's Test for 
aali 	of Variances t•test for 	uaG 	of Maus 
Sig. (2• 
F Si 	. t di tailed)  
Lower jp Lower Upp r Lower 
ual variances assumed .004 .949 6.018 330 .000 
Equal variances 
not assumed 6.091 274,554 .000 
GENDER 
Significant differences were not observed between males and females on Environmental 
Friendly Buying Behavior (p>.05). Both males (M= 2.4690, SE= .05354) and females 
(M= 2.4266, SE= .05180) showed identical behavior regarding environmental friendly 
purchases. The size of the effect however was very small (r— 0.0313) [please see Table 
5.11(c), 5.11(d)]. Thus, the following hypothesis was not rejected. 
H10 : Significant differences do not exist between respondents based on gender 
with respect to Environment Friendly Buying Behavior. 
Table 5.11 (c): Group Statistics for Environmental Friendly Buying Behavior and Gender  
Gender N Mean Std. Deviation Std. Error 
Mean 
Female 163 2.4266 i 	.66138 I 	.05180 
Male 169 2.4690 .69599 .05354 
Significant differences were not observed between lower middle class and upper middle 
class on the construct Environmental Friendly Purchase Behavior (p >05). Both upper 
middle class (M= 2.3638, SE= .05785) and lower middle class (M= 2.5032, SE= 
.04832) gave almost similar responses on environment friendly purchase choices. The 
effect size was almost medium (r— .109) [please see Table 5.11 (e), 5.11 (1)]. The 
following hypothesis was therefore not rejected. 
H3 : Significant di flerences do not exist between respondents based on income 
with respect to Environment Friendly Buying Behavior. 
Table 5.11(a): Group Statistics for Environmental Friendly Purchase Behavior and 
Income 
Std. Error 
Income N Mao Std. Deviation Man 
LMC 201 2.5032 .68506 .04832 
UMC 131 2.3638 .66211 .05785 
Table 5.11(0: Independent Samples Test for Environmental Friendly Purchase Behavior 
and Income 
Levene's Test for 
E uality of Variances 	t4est for E uality of J1aas 
F 5. _L f 
Sig. (2• 
tailed) 
Lower U 	r Lower L' 	r Lower 
Equal variances assumed 	.118 .378 1.837 330 A61 
Equal variances not 
assumed 
1.850 284.626 .065 
Table 5.11(d): Independent Samples Test for Environmental Friendly Buying Behavior 	 5S5 Environmental Activism (EA) and Gender 
Levene's Test for  
E uality of Variances t•test for F uaGav of Means 
Sig. (2• 
F Si . t d_L 	tailed)  
Lower U 	r Jower U 	r Lower 
Equal variances assumed .118 .378 •.510 330 .569 
Equal variances not 
assumed 510 329.928 569 
AGE 
Significant differences were observed between young adults and teenagers on the 
construct environmental activism (p< .05). The size of effect was medium (r = .365). 
Thus, the teenagers (M=2.3749, SEO.05853) exhibited higher levels of environmental 
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activism than young adults (M=1.8834, SE=.04149) [please see Table 5.12 (a) and 5.12 
(b)]. Thus, the following hypothesis was rejected. 
H4k Significant d fferences do not exist between respondents based on age with 
respect to Environmental Activism. 
Table 5.12 (a): Group Statistics of Environmental Activism and Age 
Std. Error 
Age-Croup 	N 	Mean 	Std. Deviation 	Mai 
ToeugeTs 	129 	2.3749 	.66481 	.05853 
Your Adults 	203 	1.8834 	.67656 	.04149 
Table 5.12(b): Independent Samples Test for Environmental Activism and Age 
Levene's Test for 
I Equality of Variances 	t•tat for aatity of)deaas 
Sig. (2• 
	
F i' . 	L JLtailed 
Lower Upper Lover U r Lower 
E I variances assumed 	.254 	.614 	6.496 	330 	ON 
Equal variances not 6.521 	276.135 	.000 
assumed 
Table 5.12(d): Independent Samples Test for Environmental Activism and Gender 
Levene's Test for 
Equality of Varuoces t•tat for Equality of Mteaus 
F Si . t 	di Sig. (2-tailed)  
Lower U Lower Upper Lower 
Equal vaminces assumed 235I 156 931 330 .352 
Equal variances not 
assumed 
933 329.269 .352 
INCOME 
Significant differences were observed between lower income group and middle income 
groups on Environmental Activism (p< .05). The lower middle class (M= 2,1810, SE= 
.05062) was more active when it came to environmental activism as compared to upper 
middle class (M=1.9109, SE: .05901) [please see Table 5.12 (e), 5.12 (Q]. The size of 
effect was small (r- .999). Therefore, the following hypothesis was rejected. 
H6v: Significant differences do not exist between respondents based on income 
with respect to Environmental Activism. 
GENDER 
Significant differences were not observed between males and females on environmental 
activism (p>.0S). Males (M= 2.1102, SE= .05102) and females (M= 2.0373, SE= 
.05341) showed almost similar environmental activism behavior [Please see Table 5.12 
(c), 5.12(d)] However, the effect size was small (r- .OS 31). Therefore. the following 
hypothesis was not rejected. 
HSb: Significant differences do not exist between respondents based on gender 
with respect to EnvironmentalAlctirism. 
Table 5.12 (c): Group Statistics for Environmental Activism and Gender 
Gender 	N 	Mean 	Std. Deviation 	
Std. Error 
Female 	163 	2.0313 	.68193 	.05341 
Male 	169 	2.1102 	.14128 	.05102  
Table 5.12(e): Group Statistics for Environmental Activism and Income 
Std. E 
Income N Mean Std. De viation 
rror
r ~ ean 
LMMC 201 2.1810 .71768 .05062 
UMC 131 	1.9109 .61536 .05901 
Table 5.12 (f): Independent Samples Test for Environmental Activism and Income 
Levene's Test for 
Equality of Variance 	t•test for Equality of Means St. (2. 
F 	Sig. 	t 	dl 	tailed) 
Lower 	Upper I Lower 	Upper } Lower 
E ual variances assumed 	953 	.330 	13.430 	330 	.041 
Equal variances not  
um 
	
3.474 	289.753 
ass ed 
	.001 
53.6 Consumer Response To Green Marketing Communication (CRGM) 
	 Females (M= 1.5930, SE= .04749) were slightly more responsive towards green 
AGE 
Significant differences were not observed between teenagers and young adults on the 
construct Consumer Response to Green Marketing (p> .05). The effect size was very 
small (r— 0.023). Both the groups have positive outlook regarding behavior towards 
green marketing communication. The teenagers (M= 1.6689, SE= .05181) and the 
young adults (M =1.6962, SE: .04313) showed almost similar response when it came 
to green marketing ( please see Table 5.13 (a), 5.13 (b)]. Thus, the following hypothesis 
was not rejected. 
HAS: Significant differences do not exist between respondents based on age with 
respect to consumer response to green marketing. 
Table 5.13 (a): Group Statistics for Consumer Response to Green Marketing and Age 
Age•Group N Mau Std, Deviation 
Std, Error 
Mai 
Teenagers 129 1.6689 .65128 .05181 
Youn Adults 203 1.6962 .61446 .04313 
Table 5.13(b): Independent Samples Test for Consumer Response to Green Marketing 
and Age  
I,eveoe's Test for 
E uaGty of Vark aces West for 	utihv of Mans 
S.(2. 
F S' 	. JL 	) 
Lower L 	r Lower jp Lower 
E lvanancesassumed .Od2 .961 •.385 330 .701 
Equal variances not 
assumed 
•,319 259.027 105 
marketing [Please see Table 5.13(c), 5.13(d)] and thus the hypothesis was rejected. 
HZ: Significant differences do not exist between respondents based on gender 
with respect to consumer response to green marketing, 
Table M3 (c): Group Statistics for Consumer Response to Green Marketing and Gender 
Gender N Mean Sid, Deriation I 	
Std. Error 
Mau 
Female 163 1.5930 .60635 .04749 
Male 169 	1.1149 .64236 .04941 
Table S 13 (d): Independent Samples Test for Consumer Responseto Green Marketing 
and Gender 
Levene's Test for 
E uatity of Variances I•test for E uality of Mans 
F S.. t df 
Sig. (2. 
tatted) 
Lower Uppr Lower U 	r Lower 
Egeal variancesassumed .193 .661 .2.650 330 .008 
Equal vanances 
 not 
assumed 	~_ 
•2.653 329.849 .008 
INCOME 
Significant differences were not observed between lower middle class and upper middle 
class on Consumer Response to Green Marketing (p> .05). The size of the effect was 
however small (r— .0133). Lower middle class (M=1.6795, SE= .04381) responded in 
the same way as the higher middle class (M=1.6950, SE= .05643) (Please see Table 
5.13 (el and 5.13 (Q). Thus, the hypothesis was not rejected. 
HZ: Significant d ierences do not exist between respondents based on income 
GENDER 
	 with respect to consumer response to green marketing. 
Significant differences were observed between males and females on the construct 
Consumer Response to Green Marketing (p<.0S). The size of effect was small (r—.144). 
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Table 5.13(e): Group Statistics for Consumer Response to Green blanketing and Income 
locome N Man Std Deviation 
Std Error 
Mae 
LMC 201 1,6795 .62203 .04387 
UMC 131 1.6950 .64583 I 	05643 
Table 5.13 (Q: Independent Samples Test for Consumer Response to Green Marketing 
and Income 
Levene's Test for 
aali 	of Variances West for 	anti y of Maas 
_L S' . _L iL 
Sig. (2. 
tailed 
Lower U 	r Lower U 	r Lower 
Equal variances assumed .145 .703 •.219 330 .827 
Equal variances not 
assumed 
219 270.454 .828 
53.7 Trust In Green Products  
Table 5.14 (b): Independent Samples Test for Trust in Green Products and Age 
Levene's Test for 
E ua0 	of Variances West foqy of Means 
S.(2. 
F Si 	. L JL taikd) 
Lower U 	r Lower jp Lower 
Equal variances assumed 255 .614 3.790 330 .000 
Equal variances not 
assumed 3.831 282.217 .000 
GENDER 
Significan differences were observed between males and females on Trust in Green 
Products (p<.05). Males (M= 3.2883, SE= .07690) in comparison to females (M= 
2.9571, SE= .09048) had more trust in green products. The effect size was however 
small (r—.1541) [please see Table 5.14(c), 5.14(d)J. Thus, the hypothesis was rejected. 
AGE 
	
HST: Significant differences do not exist between respondents based on gender 
with respect to trust in green products. 
Significant differences were found to exist between young adults and teenagers on the 
construct Trust in Green Products (p<.05). Young adults (M= 2.9485, SE= .07637) 
seemed more inclined towards green products than teenagers (M= 3.4045, SE= .09130). 
However, the effect size was small (r— 222) (please see Table 5.14 (a), 5.14(b)]. Thus, 
the following hypothesis was rejected. 
H4,: Sign cant di f jerence, do not exist between respondents based on age with 
respect to trust in green products. 
Table 5.14 (a): Group Statistics for Trust in Green Products and Age 
Age -Croup 	N I  Man 
Std. Deviation 	
Std. Error 
Mao 
Teenagers 129 	3.4045 1.03699 .09130 
Young Adults 203 2.9485 1.08804 .07631 
Table 5.14(c): Group Statistics for Trust and Gender 
Std, Error Gender N Man Std Deviation 
Ilan 
Female 163 2.9571 1.15523 .09048 
Male 169 3.2883 .99964 .07690 
Table 5.14(d): Independent Samples Test for Trust and Gender 
Levene's Test for 
Equality of Variances I•teat for E uality of Means 
F 	Sig. t dl 
Sig. (2• 
tailed)  
Lower Upper Lower Uppr  Lower 
Equal variances assumed 2.441 .119 -2.196 330 .005 
Equal variances not 
assumed 
-2.789 319.697 .006 
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INCOME 
Significant differences were not observed between lower middle class and upper middle 
class on Trust in Green Products (p >05), The lower middle class (M= 3.1727, SE= 
.07995) was slightly more trusting than the upper middle class (M= 3.0534, SE= 
.08908), however the effect was very small (r-.057) [please see Table 5.I4(e), 5.14(fJ. 
The following hypothesis was therefore not rejected. 
H6.' Significant d fferences do not exist between respondents based on income 
with respect to trust in green products. 
We 5.14(e): Group Statistics forTnut in Green Products and Income 
Income N Mesa Std Deviation 
Std Error 
iMan 
LMC 201 I 	3.1121 1.13342 .07995 
UMC 131 3.0534 1.01952 .08908 
Table 5.14 (Q: Independent Samples Teat for Trust in Green Products and Income  
Levtrit's Teo for 
E naGty oiVarWm t•test for E ualih of Means 
F JL 
Sig. (2• 
l.oxer Upper Lower JP! Lower 
Equal variances assumed 2.770 .097 .975 330 .330 
Equal variances not 
assumed 
.997 298.067 .320 
H77: Significant differences do not exist between respondents based on age with 
respect to whether Better Marketing Communication of Green Products can 
induce them to buy more. 
Table 5.15 (a): Group Statistics of Better Marketing Communication and Age 
Age-Group N Mesa Std. Deviation 
Std Error 
Mean 
Teenagers 129 1.7050 .75195 .06621 
Young Adults 203 1.6092 .55051 .03864 
Table 5.15(b): Independent Samples Test for Better Marketing Communication and Age 
Leven': Test for 
uality of Variances t•test foqy of Means 
F S' . t df 	J Sig. (2-tailed)  
Lower ' jppr Lower jppr Lower 
Equal variances assumed 9110 .002 1.337 330 .182 
Equal variances not 
assumed 1.250 214.291 213 
GENDER 
Significant differences were found to exist between males and females on whether 
better marketing communications will induce customers to buy more (p<.0S). They 
showed slight differences with males (M=1.7401, SE= .04992) being more agreeable 
than females (M=1.5493, SE= .04789) to purchase green products incase marketing 
communications are improved. However, the effect size was small (r- .1501) (please 
sec Table 5.15 (c), 5.15 (d)j. Thus, the following hypothesis was rejected. 
5.5.8 Better Marketing Communication (BMC) 
H8~: Significant differences do not exist between respondents based on gender 
AGE 
	 with respect to whether Better Marketing Communication of Green Products 
can induce them to buy more. 
Significant differences were not observed between young adults and teenagers when it 
came to better marketing communication of green products (p<.05). However, the effect 
size remained small (r- .013). There was slight difference between teenagers (M= 
1.7050, SE= .06621) and young adults (M= 1.6092, SE= .03864) (please see table 
5.15(a), S.IS(b)J. Thus, the following hypothesis was not rejected. 
Table 5,15 (c): Group Statistics of Better Marketing Communication and Gender 
Gender N Mean Std, Deviation 
Std. Error 
Mean 
Female 163 1.5493 .61136 .04789 
Male 169 1.7401 .64892 .04992 
Table 5.15(d): tedependent Samples Test for Better Marketing Communication and 
	
5.6 ONE-WAY ANOVA RESULTS FOR EDUCATION AND STUDY 
Gender 
Leveae's Test for 
uaG 	of Variances t-test for 	oali 	of Maas 
L JL L JL 
Sig. (2• 
tWAW) 
Lower jppç Lower jp Lower 
ual variances assumed 1.081 199 •2.756 330 .006 
Equal variances not 
assumed 
-2.759 329.820 .006 
INCOME 
Significant differences were not observed between lower middle class and upper middle 
class regarding marketing communications (p <.05). The lower middle class 
(M=1.6556, SE= .04780) and upper middle class (M= 1.6323, SE= .04990) both were 
almost equal when it came to perceptions regarding marketing communication. 
However, the size of effect was very small (r= ,019).[ please see Table 5.15 (e), 5.1 5(f)) 
and thus the following hypothesis was not rejected. 
CONSTRUCTS 
One way Analysis of Variance (ANOVA) is used to compare meads of two or more 
samples using F-distribution (Howell, 2002). It used in the present study to explore the 
attitudinal and behavioral differences between different educational groups, 
undergraduate (UG), graduate (GRAD), and postgraduate (PG) respondents. Statistical 
package SPSS 18 was used to analyze the data. In addition to ANOVA, post-hoc 
comparisions was also carried out by Scheffe's procedure. It is a single step multiple 
comparison procedure. Scheffe's procedure is perhaps the most popular of all the post 
hoc procedures, and the most conservative yet the most flexible. Scheffe's procedure 
corrects alpha for all pair•wise or simple comparisons of means, but also for all 
complex comparisons of means as well. Complex comparisons involve contrasts of 
more than two means at a time (Stevens, 1999). All statistical analysis was tested at 
significance level (.05). 
H9r: Significant differences do not exist bet een respondents based on income 
with respect to whether Better Marketing Communication of Green Products 
can induce them to buy more. 
Table 5.15 let: Group Statistics for Better Marketing Communication and Income 
Std. Error 
Income \ Men Std. D 
LMC 201 1.6556 .67112 .04780 
UMC 131 1.6323 .51118 .04990 
Table 5.15 (f): Independent Samples Test for Better Marketing Communication and 
Income 
Levene's Test for 
uality of Variances t-tat for 	uility of Mans 
F S' . t dt 
Sig. (2- 
failed 
Lower U 	r Lower U 	r Lower 
Equal variances assumed .568 .452 .326 330 .744 
Equal variances not 
assumed 
338 308.945 136 
5.6.1 Anthropocentrism 
The mean scores for anthropocentrism were calculated for UG (M= 3.4655, SD= 0.85), 
GRAD (M= 2.8107, SD=1.02), and PG (M= 2.7418, SD= 1.11) respondents. ANOVA 
results showed significant differences among them at F (2, 329)=17.602, P <.05 [Table 
S.16(a)). 
Table 5.16 (aI- One Way Annva for Fdurntinn and wnfhrttnnnntrem 
Education 1 Mean SD Variance SS df MS F 	P 
UG 112 3.4655 0.85 Between 	35.263 
Groups 
2 17.632 17.602 .000 
Grad 118 2.8101 1.02 
PG 102 2.1418 1.11 Within 	329.552 
Groups 
329 1.002 
Total 332 3.0105 1.04 
Total 364.815 331 
In addition, the Scheffe's post hoc analysis [Table 5.16(b)] revealed that there were 
significant differences between UG and GRAD (p<.0S) and also between UG and PG 
(p<.0S). Insignificant differences emerged between GRAD and PG respondents on the 
dimension anthropocentrism. Therefore, the following hypothesis stands rejected. 
H1.: Significant differences do not at between respondents based on education with 
respect to Anthropocentrism. 
Table 5.16(b): Scheffe's Post Hoc Comparisons for Education and 
Anlhromrnntritm 
MultiplepComparimons Std Error S 
UG GRAD .13203 .000 
PG .13698 .000 
Grad UG .13203 .000 
PG .13531 .878 
PG UG .13698 .000 
GRAD 13531 .818 
5.6,2 Balance of Nature 
The mean scores on Balance of Nature were calculated for UG (M= 2.2363, SD= .96), 
GRAD (M= 2.3898, SD= 1.09), and PG (M= 2.6471, SD= III) respondents. The 
ANOVA results [Table 5.17(a)] indicated significant differences between them at F (2, 
329)= 4.098, P < .05. 
r,u„ c 47 M. n, Wu eN,v, Mr FtIuratirn and Ralanta of Nature 
Edua4on N Meao SD Variance SS df 	MS F P 
UG 112 2.2363 .96 Between 
Groups 
9.141 2 4.511 4.098 .017 
Grad 118 2.3898 1.09 
PG 102 2.6471 1.11 With 
Groups 
1.46 
366.942 329 1.115 
Total 332 2.4171 To 316.104 331 
Further, the post hoc analysis from Schefte's test (Table 5.17(b)] revealed that 
significant differences existed between UG and PG on Balance of Nature. However, 
insignificant differences were observed between the groups PG and GRAD as also UG 
and GRAD. Thus, the given hypothesis was rejected. 
Table 5.17 (b): Schefe's Post Hoc Comparisons for Education and 
Balm of Nature 
Multiple Comparisons Std Error S' 
UG 
GRAD .13932 .546 
PG .14455 .019 
Grad 
UG .13932 .546 
PG .14278 .199 
PG 
UG .14455 .019 
GRAD .14278 .199 
5.63 Limits of Growth 
The mean scores for Limits of Growth were calculated for UG (M= 1.80, SD:. 91), 
GRAD (M= 1.78, SD= . 82), and PG (M= 1,60, SD= .73) respondents. The ANOVA 
results [Table 5.18] indicated significant no significant differences between them, F (2, 
329) =1.892, P> .05. Thus, the following hypothesis was not rejected. 
H3„r Sign cant differences do not at between respondents based on 
education with respect to Balance of Nature. 
Tahln c 1A, No Want Anna for Education and limits of Growth 
Education 	N Mean SD Variance 	SS df NIS F P 
UG 112 1.80 .91 Between 	2.616 
Grou s 
2 1.308 1.892 0.I52 
Gnd 118 1.78 .82 
PG 102 1.60 .73 Within 
Groups 
227.419 329 0.691 
Total 332 1.73 0.83 
Total 130.035 331 
5.6.4 Environmental Friendly Purchase Behavior 
The mean scores for Environmental Friendly Purchase Behavior were calculated for UG 
(M= 2.74, SD"0.63), GRAD (M= 2.36, SD-0.67), and PG (M= 2.22, SD=0.60) 
respondents. The ANOVA results [Ttable 5.19 (a)] indicated significant differences 
between them, F (2,329): 19.4(14. P <.05. 
H2, Significant differences do not exist between respondents based on 
education with respect to Balance of Nature. 
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Table 520(a): One Way Anova for Education and Environmental Activism 
Education N Mean SD Variance SS df MS F P 
UG 112 2.35 0.66 Between 
Groups 
13.537 2 6.769 14.409 0.000 
Grad 118 1.98 0.73 
PG 102 1.87 0.63 Within 
Groups 
154.555 329 0.410 
Total 332 2.07 0.71 Total 168.092 33) 
Scheffe's test revealed significant differences between the groups UG and GRAD as 
also UG and PG. However, no differences were found between PG and GRAD [Table 
5.20 (b)] and therefore the following hypothesis was rejected. 
Table 5.19 (a): One Way Anova for Education and Environmental Friendly Purchase 
Behavior 
Education N Man SD Variance SS df MS F P 
UG 112 2.74 0.63 Between 
Groups 
16.079 2 8.040 19.404 0.000 
Grad 118 2.36 0.67 
PG 102 2.22 0.60 Within 
Groups 
136.313 329 0.414 
Total 332 2.44 0.67 
Total 1152.3921 331 
A further post hoc comparisions in Scheffe's test revealed that significant differences 
exist between the groups UG and GRAD as also UG and PG. Insignificant differences 
were observed between GRAD and PG [Table 5.19 ()]and thus the following 
hypothesis was rejected. 
H1u; Significant differences do not exist between respondents based on 
HI k: Significant di f erences do not exist between respondents based on 
education with respect to Environmental fiiendlypurchase behavior 
Table 5.19 (b): Scheffe's Post Hoc Comparisons for Education and Environmental 
Friendly Purchase Behavior 
Multiple Comparisons Std Error S' 
UG GRAD 08492 0.000 
PG .08810 0.000 
Grad UG .08492 0.000 
PG .08702 0.285 
PG 
______ 
UG .08810 0.000 
GRAD .08702 0.285 
5.6.5 Environmental Activism 
The mean scores of Environmental Activism were calculated for UG (M= 2.35, SD= 
1.66), GRAD (M- 1.98, SD= 0.73), and PG (M= 1.87, SD= 0.63) respondents. The 
NOVA results [Table 5.20[ indicated significant differences between them at F (2, 
19)=14,409. P <.05. 
education with respect to EnrironmentaIActivism. 
Table 520(b): Scheffe's Post Hoc Comparisons for Education and Environmental 
Activism 
Multiple Comparisons Std Error Sig  
UG 	I 	GRAD 
PG 
0.09042 0.000 
0.09381 0.000 
Grad 	UG 
PG 
0.09042 0.000 
0.09266 0.552 
PG 	 UG 
GRAD 
0.09381 0.000 
0.09266 0552 
5,6.6 Consumer Response to Green Marketing 
The mean scores for Consumer Response to Green Marketing were calculated for UG 
(M=1.69, SD= 0.67), GRAD (M= 1.68, SD= 0.59), and PG (M= 1.66, SD= 0.62) 
respondents. The ANOVA results [Table 5.21] indicated significant no significant 
differences between them at F (2, 329)= 0.056, P> .05. Thus, the hypothesis was not 
rejected. 
HI m Significant differences do not exist between respondents based on 
education with respect to Consumer Response to Green .tifarketing 
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u~_. ►11A11► L. [I,,..u.. .,,A r.~.ule., DuRAo.. #A f:rrn Minim 
Education N Mean 
IC'!±'•  
SD Variance SS dl MS F P 
UG 112 1.69 0.67 Between 
Groups 
0.045 2 0.023 0.056 0.945 
Grad 118 1.68 0.59 
PG 102 1.66 0.62 Within 
Groups 
131.580 329 0.400 
To 332 I68 0.63 Total 131.225 331 
5,6,7 Trust in Green Product 
The mean scores for Environmental Activism were calculated for UG (M= 3.40, SD= 
1.04), GRAD (M= 3.09, SD= I,11), and PG (M= 2.85, SD= 1.04) respondents, The 
ANOVA results (table 5.22) indicated significant differences between them at F (2, 
329)= 7155, P <.05. 
•.u. a OA w, n,,. w.,. A...., /A. cAap1t4in W Tnld in t rRnn PrOd1lCtS 
Education 1 Mean SD 	Variance 	SS 	df 1IS 
- 
F P 
UG 112 3.40 1.04 Between 
Groups 
16.601 2 8.304 1.255 0.001 
Grad 118 3.09 1.11 
PG 102 2.85 1.04 Within 
Groups 
376.514 329 1.145 
total 332 3.12 1.08 Total 393.182 331 
,heffe's test revealed that significant differences existed between UG and PG 
pondents. However, insignificant differences were observed between the groups UG 
I GRAD as also GRAD and PG. [Table 5.22 (b)). Thus, the following hypothesis 
d rejected. 
Hl,,. Significant differences do not exist between respondents based on 
education with respect to Consumer Response to Green ,Marketing 
Table 5.22(b): Scheffe's Post Hoc Comparisons for Education and Trust in Green 
prI1lcoC}l 
Multiple Comparisons Std Error S' 
UG GRAD 0.14114 OR 
PG 0.14643 0.001 
Grad UG 0.14114 0.085 
PG 0.14464 0.254 
PG UG 0.14643 0.001 
GRAD 0.14464 0.254 
5,6,8 Better Marketing Communication 
The mean scores for construct Better Marketing Communication of Green Products 
were calculated for UG (M= 1.72, SD= 0,71),  GRAD (M= 1.56, SD= 0.58), and PG 
(M= 1.65, SD= 0.59) respondents. The ANOVA results [table 5.19(a)] indicated 
insignificant differences between them at F (2, 329)=1.790, P> .05. [TableS.23]. Thus, 
the following hypothesis was not rejected. 
H3r,: Significant differences do not exist between respondents based on 
education with respect to Better Marketing Communications. 
Tihle S 91• Ana WMY Anna for Fduratinn Aalpr Yarketina Communication 
Education N 	Mean SD Variance SS 	df MS F P 
UG 112 	1.12 0.11 Between 
Groups 
1.446 	2 0.123 1.790 0.169 
Grad 118 1.56 0.58 
PG 102 1.65 0.59 Within 
Groups 
132.871 	329 0.404 
total 	332 1.64 0.63 Total 134.317 	331 
5.7 SUMMARY 
The chapter presents reliability and validity analysis of the survey instrument. Each 
multi item construct has been factor analyzed to evaluate the dimensionality and 
reliability analysis to check if each item contributed to the reliability of the scale. After 
refinement and deleting of unwanted items, it was confirmed that the scale was reliable. 
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Further, Confirmatory Factor Analysis (CFA) was carried out to test the reliability of 
the observed variables. The measurement model was tested for goodness of fit. The 
values obtained to test the fit were found to be appropriate. 
The data generated in second phase of the shay comprised almost equal number of 
Male (50.9 %) and Female (49.1%) respondents. The respondents fell in two major age 
groups i.e. young adults (61.1%) and teenagers (38.91o).1 The educational breakup was 
Undergraduate (33.7%), Graduate (35.5%) and Post Graduate (30.7%). The major 
income bands were lower Middle Class (60.5%) and Upper Middle Class (39.5%). 
Independent sample T•tests was employed to investigate the differences between the 
respondents in terms of age, income and gender. The results indicated that insignificant 
differences existed between respondents on the basis of age, regarding limits of growth, 
trust in green products and consumer response to green marketing. Hypotheses H3,, H4v 
and HI, were rejected. On the basis of gender, significant differences existed for 
consumer response towards green marketing and trust in green products. Thus, 
hypotheses H2~, HST and H& were rejected. However, with regards to income, 
significant differences were found only in the case of one construct i.e. 
anthropocentrism. Thus, hypothesis H3, was rejected. 
The ANOVA results indicated that significant differences exist between respondents the 
in terms of education with respect to anthmpocentrism, balance of nature, 
environmental friendly purchase behavior, environmental activism, trust in green 
products. Therefore, HIS, H2, HIS, L. and H2n, were rejected. 
Path analyses for the variables constituting the model was also performed. It was found 
that Balance of Nature (BoN) had a direct but insignificant effect on Attitude towards 
Environment (ATE), and thus H2 was partially rejected, and similarly Trust in Green 
Products (TRUST) influenced Behavior towards Green Marketing (BGM) directly, but 
insignificantly, thus, HI0 was partially rejected. 
CHAPTER 6: CONCLUSIONS, SUGGESTIONS & 
MANAGERIAL IMPLICATIONS 
The following chapter is divided into two parts. The first section deals with the 
conclusions arrived at after analysis, their interpretation and discussion. The second 
section presents theoretical implications as well as the managerial implications of the 
study. Finally the directions for future research have been discussed 
6.1 DEMOGRAPHIC CHARACTERISTICS 
The second and the final phase of the comprised a total of 332 respondents on which the 
model was constructed. Similar studies in the area of green consumer behavior have 
been conducted on university students in the other countries with sample size close to 
230 to 350 respondents (Schlegelmilch etal. (1996); Ebereo, Hershey & Vining (1999); 
Straughan & Roberts (1999); Martin & Simintiras (1999); Kilbourne & Polonsky 
(2005); Marandi. Gurau, Bellac & Daoudieh (2011) 
a) Age and Gender 
Young adults, belonging to the age group of 20.24 years, dominated the sample and 
comprised 6(J% of the sample; teenagers comprised remaining 40% of the sample. The 
sample had an equal mix of male and female respondents, with females at around 49% 
and males at 51%. 
b) Educational Level 
The sample had an equal mix from all educational levels of interest. The categorization 
was done in terms of Undergraduate (34%), Graduate (35.5%) and Postgraduate. 
Undergraduate (31 %). 
IV, 
	 147 
c) Income 
The majority of the respondents were from middle class, and therefore, the sample was 
further divided into Upper Middle Class (UMC) and Lower Middle Class (LMC). The 
contribution of UMC and LMC was 40'/e and 60%, respectively. 
6,2 RESULTS OF HYPOTHESES TESTING & DISCUSSION 
Summary results of hypothesgs testing, frgm A, to He (testing significant differences 
between Gender, Age and Income), from H. to Ha (testing significant differences 
between educational level) and from H to H (testing the significant paths of key 
variables) are presented in this section. 
Previous researches have indicated that younger age (Dunlap & Van Liere,1980), 
higher economic status (Mohai,1985; Vining & Ebrco, 1990) and higher educational 
level (Samdahl & Robertson, 1989) all have a positive bearing over concern towards 
environment However, there have also been contradicting results indicating that age 
and educational level are not significant predictors of green behavior (Lee, 2008). 
Gender on the other hand can be predictor of green buying behavior, with females being 
more inclined towards making green purchase (Lee, 2008). 
6.2.1 Hypotheses Testing and Difference between Respondents (Independent 
Sample 1-Test) 
Results from the Independent Sample t•test revealed differences between respondents in 
terms of age, gender, and income. Regarding age, there was no significant difference 
regarding Limits of Nature, Consumer Response to Green Marketing and Better 
Marketing Communication. In terms of gender, insignificant differences were observed 
except in the case of Trust in Green Products, Consumer Response towards Green 
Marketing and Better Marketing Communication, For income, t-test results showed that 
significant differences existed in case of Environmental Activism.. 
Table 6.1 Summary Results of Hypotheses for AGE 
Hypo. No. Coutracb Resets 
HI, thrcçccerthsm Rof  
H4, Balance of Nature R 'ected 
H3,  Limos of Growth Not Rejected 
Hl s EnentaIFriendyleyãbehavior Rejected 
Hoe EnironmontesI Activism Rejected 
HI, ConsumctRerçrnueuGreenMutesrig Not Rejected 
H4,  Tmst in Green Prodixlr Rejected 
H7, Ben nt Markebn Commmication Not R 'ected 
Anderson & Cunningham (1972), McEvoy (1972), Tognacci, Weigal, Wideen, & 
Vernon (1972), Anderson & Cunningham (1974), Hume, Strand, Fisher, Fitzgerald, & 
Freemanc (1989), Kinnear, Taylor, & Ahmed (1974), Murphy, Kangun & Locander 
(1978), Leonard•Barton (1981), Van Liere & Dunlap (1981), Aaker & Bagozzi (1982), 
Samdahl & Robertson (1989), Roper (1990, 1992), Zimmer, Stafford & Stafford 
(1994), Roberts (1995,1996), and Roberts & Bacon (1997) have all attempted to 
explore the relationship between age and green marketing and ecology. Most of the 
researchers concur that people belonging to the younger age group are environmentally 
more conscious and more sensitive towards environmental issues. According to 
Straughan & Roberts (1999) the reason for this trend can be that they have grown up in 
times when environment has become an important issue. 
In case of the present study, in the context of environmental attitude, it was found that 
differences exist between teenagers and young adults, while teenagers were found to be 
more mindful of human domination over nature (Anthropocentrism) than the young 
adults. The young adults seemed more cautious of the delicate balance of nature. 
However, both age groups were equally concerned the limits to which the nature can 
sustain the current onslaught. 
For environmental behavior, it were the teenagers who actually held a positive stand 
when it came to exhibiting environmentally conscious actions. The teens were more 
environmentally conscious while purchasing products. This group also demonstrated 
higher levels of environmental activism, in comparison to their older counterparts. 
However, the results also showed that teens were more distrustful of green products, 
they were skeptic of putting their trust in green products. While on the other hand young 
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adults had more faith in green products and their working. A theoretical explanation for 
this behavior can be that young adults have a better knowledge and understanding of 
green products and their working. Nevertheless, both, teenagers as well as young adults 
responded positively towards green marketing communications and would prefer to buy 
products that are marketed as environmentally safe. 
Table 6.2 Summary Results of Hypotheses for GENDER 
Constructs Results 
H1, Anthropocentrism Not Rejected 
HS, Balance of Nature Not Rejected 
H81 Limits of Growth Not Rejected 
H2s Environmental Friendly buying behavior Not Rejected 
Hss Environmental Activism Not Rejected 
HZ Consumer Response to Green Marketing Rejected 
HS, mist in Green Products Rejected 
H& Better Marketing Communication~~Nomlejecteil 
The next demographic variable to be examined was gender, which has been of interest 
for other researchers too (e.g. McEvoy, 1972; Tognacci et al., 1972; Ilounshell and 
Liggen, 1973; Brooker, 1976; Arbuthnot, 1917; Van Liere & Dunlap, 1981; Samdahl 
and Robertson, 1989; Roper, 1990;1992; Stem etal., l993;MacDonald and Hara, 1994; 
Roberts, 1995; 1996b; Roberts and Bacon,1997). Straughan & Roberts (1999) have 
suggested that advancement of unique gender roles, skills, and attitudes has led most 
researchers into arguing that women are more likely than men to hold attitudes 
consistent with the green movement. Eagly (1981) has theoretically justified that 
women will more carefully consider the impact of their actions on others. as a result of 
social development and sex role differences 
In line with the researches by Ilounshell & Liggett (1973); Roberts (1995); Roper 
(1990) and Stem et al.(1993), it was observed in the present study that though there 
were no gender differences regarding environmental attitude and general environmental 
behavior, females were more inclined towards green marketing communication and 
green products than their male counterparts. 
Table 6,3 Summary Results of Hypotheses for INCOME 
H)po 
No, 
Constructs Results 
H3, Anthro 	entrism Rejected 
H6, Balance of Nature Not Rejected 
H9, Limits of Growth Not Rejected 
Has d 
H6e Environmental Activism d 
H3c 
Environmental Friendly buying beha4Not 
Consumer R 	nse to Green Marke d 
H6, Trust in Green Products ed 
H9, Better Marketin Communication ed 
According to Straughan & Roberts (1999), income can be said to be positively related 
to environmental sensitivity. The most widespread justification for this belief is that 
individuals, with higher income levels, can bear the minor increase in cost linked with 
supporting green causes and favoring green product offerings. A large number of 
studies have linked income to the environmentally conscious behavior (e,g. Kasarjian, 
1911; Anderson & Cunningham, 1972: McEvoy,1912; Anderson, et al,,1974; Kinnear, 
etal., 1974; Antil, 1918; Kas; Van Liere & Dunlap, 1981; Samdahl & Robertson, 1989; 
Roper, 1990, 1992; Roberts,199Sa,1996b; Roberts and Bacon,1997; Newell & Green, 
1997) 
However, the present study indicates that income levels are not a predictor of 
environmentally conscious behavior or behavior towards environmental purchases. The 
findings are line with the earlier researches by Kasarjian, (1911): Anderson el al.(1974): 
Antil (1918); Van Liere & Dunlap (1981). Roberts (1996b) in his study has theorized 
that this kind of effect can be a result of the overall increase in the awareness towards 
environment across all income levels. 
6,2.2 Hypotheses Testing and Difference between Respondents (ANOVA) 
One —way —Analysis of Variance was used to explore whether there existed any 
differences among the respondents based on education and the constructs of the study. 
The results largely showed that there existed differences on the basis of education, 
except in the case of Limits of Growth, Consumer Response to Green Marketing and 
Bever Marketing Communication. In fact, five out of eight hypotheses were rejected. 
Table 6.4 Summary Results Hypotheses for EDUCATION 
Hypo. No. Constructs Results 
Hld Anthropocentrism Rejected 
H2, Balance of Nature Rejected 
H3U Limits of Growth Not Rejected 
H4,s Environmental Friendly buying behavior Rejected 
HS,e Environmental Activism çjected 
H6r Consumer Response to Green Marketing Not Rejected 
H7 Trust in Green Products Rejected 
H8 Beuer Marketing Communication Not Rejected 
The studies with regards to education and environmental behavior have been fairly 
consistent with most of the researchers observing that education is positively related to 
environmental concern (McEvoy,1972; Tognacci etal., 1972; Anderson et al.,1974; 
Murphy el al., 1978; Van Liere & Dunlap, 1981; Leonard•Barton,1981; Aaker & 
Bagoai,1982; Roper,1990;1992; Schwartz & Miller, 1991; Zimmer et al.,1994; 
Roberts, 1996b; Nath, Agarwal, Gutam et al., 2012). 
The current findings are in line with the findings by Gadeikiene (2010) and Khan, Khan 
& Siddiqui (2013) who observed that there is a positive significant relationship between 
education and environmental concern. The factors where education does not seem to 
affect the students were in the case of Limits of Growth, Consumer Response towards 
Green Marketing and Better Marketing Communication. It appears that the respondents 
based on their educational status had different outlook towards environmental concern, 
attitudes, and behaviors. 
6,23 Hypotheses Testing: Green Marketing Model 
A total often hypotheses related to Green Marketing Model were tested, out of which 
eight were not rejected. It can be well concluded that limits of growth and 
anthropocentrism significantly affected attitude towards environment, while the 
respondents could not significantly connect the delicate balance of nature and attitude 
towards environment. 
Table 6.5 Summary Results of Hypotheses Testing for Green Marketing Model 
HYPO. RELATION RESULTS EXPLANATION 
Hl Anthro4ATE Not Rejected ANTHRO significantly influence ATE 
H2 BoN4ATE Partially Rejected BoN did not significantly influence ATE 
113 Limits4ATE Not Rejected LIMITS significantly influence ATE 
H4 ATE4GEB Not Rejected ATE significantly influenced GEB 
HS EFBB-FGEB Not Rejected EFBB significantly influence GEB 
H6 EA GEB Not Rejected EA insignificantly influence GEB 
HI GEB4BGM Not Rejected GEB significantly influence BGM 
118 CRGM-BGM Not Rejected CRGM significantly influence BGM 
H9 BMC9BGM Not Rejected BMC significantly influence BGM 
HID TRUST4BGM Partially Rejected TRUST did not significantly influence 
BGM 
Nitr AdOmAodrspoctitrtsst; N.N. Bdua of Statue; tinier- limits if Grid; GEB. Geieril 
~uirestmst Behavior; EFBB. rimaeeatil Frindlr Bpv` Beavrior; EA•Emirowd Artnistz; 
BGM Belorior touurds Gnn Muktflor CRGM.Coonmr Ropone to Crap Morkeliq; BCM- Behavior 
to~uds Gran Markdile; TRCST•Trut h Greta Mdurs 
From the above results, it is clear that that trust in green products is not significantly 
related with behavior towards green marketing. On the other hand, studies have 
observed that attitude is the most reliable predictor of environmental behavior 
(Schlegelmilch et aI,.1996). Studies have also found that attitude and environmental 
friendly behavior are positively correlated (Van Liere & Dunlap 1981; Roberts and 
Bacon 1997) and these findings are in line with findings of the present study where 
attitude towards environment (ATE) has been found to be positively and significantly 
influencing general behavior towards environment (GF.B). 
further, it has been validated by Straughan & Roberts (1999) that people with positive 
environmental behavior are likely to be more frequently engaged in environmental 
friendly buying. The present study also confirms the above findings that positive 
environmental behavior leads to positive behavior towards environmental marketing. 
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63 THEORETICAL IMPLICATIONS OF THE STUDY 
From the theoretical perspective, the proposed Green Marketing Behavior Model 
provides an understanding of the relationships between attitude towards environment, 
behavior towards environment and behavior towards green marketing and increases the 
power of explanation of the attitudebehavior link with respect to green marketing in 
India. The model, as already discussed, was theorized to comprise of three main 
constructs and sukonstructs for each of the constrict. The theoretical contributions of 
the proposed Green Marketing Model are summarized below: 
> Attitude towards environment (ATE) has the strongest influence on general 
environmental behavior (GEB). 
Trust (TRUST) in green products is not a predictor of behavior towards green 
marketing (BGM). 
Balance of Nature (BoN) is not a significant influencer of attitude towards 
environment (ATE). 
Anthropocentrism (ANTHRO) and limits of growth (LIMITS) significantly and 
positively influence attitude towards environment (ATE). In fact they can be 
said to be determinants of attitude towards environment. 
➢ 
Environmental activism (EA) and environmental friendly buying behavior 
(EFBB) significantly and positively influence general environmental behavior 
(GEB). It would be safe to say that EFBB and EA are predictors of general 
environmental behavior. 
> Behavior towards green marketing (BGM) positively and significantly 
influences behavior towards marketing communication (BMC) and consumer 
response to green marketing (CRGM). BMC and CRGM were also found to be 
the determinants of BGM. 
➢ 
Attitude is mildly influenced by age since there exist significant differences 
between young adults and teenagers with respect to ANTHRO and BoN. 
➢ 
Behavior towards environment and behavior towards environmental marketing 
are influenced by age.  
Gender, does not influence the attitude towards environment and general 
environmental behavior. 
Gender influences behavior towards green marketing i.e males and females had 
separate views when it came to green marketing behavior. 
➢ Income was not found to be a predictor for any of the variables considered in the 
study i.e ANTHRO, BoN, LIMITS, EA, EFBB, CRGM, TRUST and BMC. 
Education is a predictor of attitude towards environment general environmental 
behavior and behavior towards environmental marketing. 
6,4 MANAGERIAL IMPLICATIONS OF THE STUDY 
Environmentalism is subject which has gained vast popularity in the recent years. 
However, it is also a topic which will receive further attention is the coming years. The 
decisions in future, corporate or otherwise, will be heavily influenced by the 
environmental factors. This aspect has important implications for marketers. The 
changing consumer preferences and the shift in the consumers' demand for green 
environmental friendly products will largely affect the strategic moves made by a 
company. Nevertheless, the findings of the present study can be of importance for 
companies and investors alike. 
The deeper understanding of concept of green marketing provides a useful structure for 
market analysis, target market selection within different markets, insightful market 
segmentation at different levels and designing of the marketing mix. 
First and foremost, the study focuses on the opinions and judgments of the young 
consumers who are likely to form the future buying group. A marketer can thus be 
armed with information before targeting the consumers, especially the youth, and 
formulate strategies of interest for effective segmentation. Research has shown that the 
buying power of adolescents has increased overtime (McGinnis, Gootman & Kraak, 
2006). Therefore for the companies interested in targeting youths can make effective 
use of findings of the present study. Studies have also revealed that adolescents of the 
family are active participants in the purchase decisions in a family, influencing 
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significantly the choice for expensive products or even products not for their own use 
(Foxman & Tansuhaj, 1988). Furthermore, the study is of importance not only for the 
companies targeting the youth, but also for marketers targeting the middle aged and 
above. As the studied group has the capacity to influence the buying decision made by 
their families, it will be in favor of the marketers to understand what attracts or repels 
the young. 
The companies that still follow the set route of manufacturing in a polluting manner can 
take a cue from the study and focus on changing their strategy towards a greener and 
more acceptable approach. It can prove to be a reference guide for the companies to 
change their marketing strategy towards adopting a greener one. If a company is able to 
understand what goes on in the mind of a consumer, in this case, a consumer's 
optimism towards green marketing, it can take corresponding decisions and work 
towards formulating marketing approach that is It with the consumers' preferences. 
Also it is not only the governmental pressure that influences a company to switch to 
green processes, if it is known that consumers give preference to products manufactured 
in an environment friendly manner, the company may switch to greener manufacturing 
process. The companies that are environmental friendly but choose not to emphasize on 
advertising their green practices, can learn from the study and start promoting their 
green practices to gain attention from consumers and obtain an edge over their 
competitors. 
The present study also can help organization to decide on whether or not to diversify 
into the realm of green products. It can serve as a non financial indicator to provide 
greater insights in facilitating the choice of an appropriate product decision for future. If 
the consumers show encouraging response towards green products, the manufacturer 
can find it easy to take decisions for expanding business into green business. A classic 
example is the company like ITC`, which has successfully integrated 'GREEN' in their 
process and products. ITC makes note books made from recycled paper and has under 
other schemes help saved water, and received awards and accolades for their endeavor. 
ITC (Indian Tobacco Company) ii a major Indian Conglomerate head uaitaed in Kolkata, West 
Bengal. It is a 100 year old company listed on Forts 2600. It to the only company in the world to be 
carbon positive, water positive and solid waste recycling positii e. 
They have chosen to advertised this, and make the consumer aware of their green 
practices. It has also diversified into clean energy like wind and solar power, thereby 
making their product portfolio environmental friendly. Their hotel division also boasts 
of the world's largest LEED Platinum Green Hotel in Chennai, while all of its other 
hotels follow sustainable practices. They have also focused on greening of supply chain. 
On the level of investors, findings of this study can be equally important marketers can 
understand what consumers prefer and thus can invest in the companies that match the 
consumers' demands and aspirations. Thus they can make correct investment decisions. 
If an investor is aware of the consumers' desires he can easily identify where to put is 
his money, as the company which meets the public demands and desires is bound to 
grow and give fruitful returns. By gaining knowledge of the consumers' preference 
towards green products and practices the investors can even pressure the company to 
adopt environmental friendly measures. This will result in their unconscious 
contribution towards sustainability. The present research can also make an investor 
think of a new dimension which earlier might have been ignored. The knowledge of 
rising consumer preference towards green marketing will compel the investors to take 
into consideration and integrate 'Green Factors' into their investment process. 
On an individual level, the study has created awareness regarding green marketing. 
Asking the respondents statements related to environmental friendly products, attitudes 
and behavior made them think of a new phenomenon that some of them might not be 
have been aware of The research has also served as an awareness building exercise for 
green marketing. It can be expected that the respondents of this study will take informed 
decisions when they next buy a product. It is also expected that they will further pass on 
the knowledge to their peers. This will help to build an environment friendly nation. 
6,5 FUTURE RESEARCH DIRECTIONS 
Since environment today is an area that commands urgent attention, future researches in 
this area have become obligatory. Since green marketing is still in a very nascent stage 
in India, further studies are needed to explore the realm. 
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Since, young consumers have been focus of the present study, it can be further 
expanded to the general population. Diverse occupational groups can be added to 
investigate and examine their environmental attitudes and behaviors and the linkage 
with green marketing behavior. 
The current research model draws from the classical attitude•predicts•behavior 
approach, other dimensions can be also added to deeply understand the attitude — 
behavior link. Variables like effect of price on purchase decision, peer pressure to 
appear green and limited availability of green products etc. can be considered for future 
researches. Measuring the intention•behavior gap can further help explain consumer's 
attitudes and behaviors. 
The study can also be conducted as a longitudinal research in future. As awareness is a 
ongoing phenomenon, and is bound to effect the attitudes and perceptions, they tend to 
change over the time. As individuals gain awareness about the environment and its 
impact. This change has implications for researchers as well as practitioners interested 
in consumer behavior regarding green marketing. A dynamic model or longitudinal 
evidence would help predict attitudes and behaviors as well as also help in 
understanding the causality and interrelationships between the variables, important for 
behavior towards green marketing. 
6.6 SUMMARY 
The above chapter summarizes the key findings of the study is line with the research 
objectives along with the discussion. Further, it sheds some light on the managerial 
implications of the study. 
In the green marketing model, the main constructs considered were ATE, BTE and 
BGM. It was found that LIMITS and ANTHRO affected ATE directly and significantly, 
while BoN had a direct but insignificant influence on ATE. Similarly in the case of 
BGM, TRUST had a direct but insignificant influence on BGM, while CRGM and 
BMC influenced BGM directly and significantly. However in the case of GEB, both EA 
and EFBB influenced GEB directly and significantly. 
The key findings from this research are expected to provide valuable insights and 
understanding not only to companies manufacturing green products but also to 
marketing practitioners and consumers alike. Future researchers may take a cue and 
replicate the study in the context of other countries and cultures. 
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Abstract  
The human race today is facing a plethora of problems regarding the environment. This has lead us to question our 
Future as it race. It has therefore become important to know the human psychology, their attitude towards environment. 
Dunlap and Van Liere proposed NEP scale to measure environmental attitude of individuals in US. However, researchers 
raised concerns regarding its applicability in different cultures as also the dimensions framed in the scale are those which 
are fit for the western audience. Thus, a need was felt to refine the original scale and make ItfHt for Indian customers. 
Data was collected usinga self-administered structured questionnaire from 429 individuals working in offices at Delhi 
and Mumbai. The cities were chosen because of their rank as no. I and 3 among most polluted metropolitan cities of India. 
Test of reliability and dimensionality of the original NEP scale were carried out through Exploratory Factor Analysis (EFA) 
with the help of SPSS 18.0. It was found that the original scale lacked uni-dimensionality. Against three dimensions of the 
original NEP scale, four dimensions emerged in case of Indian context. Three items were dropped from original NEP, 
reducing it to a nine item scale. Confirmatory Factor Analysis (CFA) was also used to re-check the fitness of meskh%inlit 
model. 
-fattu Khan', Dr. ;lfohummed :\aved Khan', Mohd Adil' 
Keywords: Environment, I-NEP, Scale Refinement, EFA, CFA, India 
INTRODUCTION 
Over a period of time there has been an increase in 
environmental consciousness world over 
(Shlegelmilch & Diamantopoulos, 1996). Numerous 
environmental disasters in the late 1980s placed 
environmentalism in the spotlight. Among these 
were the Exxon Valdez Oil Spill in Alaska, 
decimation of Germany's Black Forest by acid rain 
and release of toxic chemicals in tie Rhine River 
(Ottman, i998). These environmental ills were 
further aggravated by problems caused by the 
world's growing population. These included 
damages inflicted by consumption on the earth's 
ecosystem. Most notable of these were air and water 
pollution, consumer solid waste and garbage 
disposal (Ottman, 1998). Environmentalists such as 
Al Gore (2000) and Thomas Friedman (2008) have 
advocated the need to preserve the environment. 
As a result, environmentalism has been viewed as the 
next cold war (Fuller, 1999). While a huge sum has 
been spent on the threat by communism, something 
which was tentative, a similar approach should be 
adopted for environment, as a threat to the 
ecosystem, uncertain yet pressing. Since economic 
progress and environmental quality are interrelated, 
there is a need to face this challenge. The need to face 
this challenge head-on has translated into marketing 
opportunities. Thus, the implication of all this for the 
present and future practice of marketing are 
enormous(Fuller, 1999). 
The environmentally interested and socially aware 
consumer appeared in the west in the late 1960s and 
early 1970s, partly as a consequence of general 
distrust in the society, industry and modern 
technology, partly as a resultant of the first oil crisis 
(Grunert & Juhl, 1995). Over the years a majority of 
consumers have realized that their purchasing 
behavior had a direct impact on many ecological 
problems. This has lead to an increase in the green or 
environmental friendly products in the market, 
which have the least impact on the environment. 
Some studies even indicate that green consumers are 
willing to pay more for the ecologically friendly 
products (Coddington, 1993). 
A number of measuring scales have been developed 
to measure the environmental attitude, knowledge 
and behavior. A scale on adult environmental 
attitudes was developed by Maloney, Ward, and 
Braucht (1975). It was developed based on 
behavioral commitments, affective states, and 
knowledge. Another scale on individual's concern 
about pollution and conservation issues or The 
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General Environmental Behavior scale (GEB scale) 
by Kaiser (1998) and Kaiser & Biel (2000) was 
tested for its reliability and validity by Wiegel and 
Wiegel (1978). "Inclusion of nature in self (INS 
scale) was another scale that measured the extent ;o 
which an individual includes nature within hisher 
cognitive representation of self (Shultz, 2000)" 
(Kopnina, 2011). The CNS scale or connectedness to 
nature scale was developed by Mayer and Frantz, 
which was designed to measure an individual's 
experiential connection to nature. (Mayer and 
Frantz, 2004:504). 
The New Ecological Paradigm scale or the NEP was 
developed by Dunlup and Van Liere) l978) to predict 
the environmental attitudes and to measure the 
change in the shift of the attitudes of people from 
human dominant view to ecological view. The 
Dominant Social Paradigm (DSP), supporting 
endless progress, growth. abundance and attitudes 
contributing to environmental degradation, where 
on the other hand it is opposed to the New Ecological 
Paradigm (NEP), which highlights the disruption of 
ecosystems caused by modern industrial societies 
exceeding environmental limits In NEP, vature is 
seen as a limited resource, delicately balanced and 
subject to harmful human interference." (Kopnina, 
2011) 
The following paper aims to refine the existing NEP 
scale, originally developed it.. the. America and make 
it fit for use in India. The authors will attempt (I) to 
find whether the scale is one-dimensional, in India; 
(2) to weed out the constructs that are not useful in 
the Indian context and (3) lastly try to prepare a scale 
that can be said to be tailor made for the Indians. 
1.1 Environruertalisminlndia 
Environmentalism has arrived in India too. Due to 
the pressures from environmental organizations and 
activists, the government has passed a number of 
legislations to battle pollution and conserve the 
natural resources. However, the developments 
continue to be more in the form of government 
initiatives. Not much headway can be expected 
unless industrial and individual consumers turn 
green and start engaging on their own in eco-friendly 
behaviors (Jain and Kaur, 2004). 
Experiences from other countries have proposed that 
environmentally aware and ale" and conscious 
consumers can play a positive role in alleviating 
environmental problems. Since consumers are a 
majer factor in environmental deterioration and 
pollution, anyenvironmentallyresponsible behavior 
on their behalf can go a long way in minimizing the 
problem of depletion of natural resources and 
pollution levels that have reached alarming heights 
in the country (Jain & Kaur, 2004). "Their increased 
concern for the environment and the resultant 
demand for green products can act as a pressure point 
on business firms to turn green and start marketing 
green products"( Jain & Kaur, 2004). 
Major objectives of the present study were as 
follows; 
" To check for dimensionality, reliability and 
validity of the original NEP in Indian 
context. 
• To propose a refined NEP scale i.e. Indian-
NEP(or I-NEP) from Indiancontext. 
" To statistically compare the psychometric 
propertiesof theoriginal NEPscalevis-a-vis 
1-NEP. 
The present study is organised as follows. The next 
section provides an overview of NEP scale, its 
dimensions and validity of the scale. Subsequent 
sraion presents the research n etbudolo foliuw;d 
by a section that describes the research model. The 
sections on analysis of data and the discussion are 
followed by those on managerial contributions, 
limitations and future research. 
2, LITERATURE REVIEW 
2.1 TheNEPScak 
The roots of NEP scale can be traced back to the 
environmental movement in the US in the 1960s and 
1970s. The social psychologists presumed that the, 
then existing world view of population, the 
Dominant Social Paradigm (DSP), was changing to 
reflect greater environmental concern. Developing 
reliable and valid measures of the environmental 
worldview could help the scholars to better 
understand the course of this change in thinking, and 
then their relationship to economic, demographic 
and behavioral change in the US population. 
For this purpose, Dunlap and Van Liere (1978) 
constructed a 12-item scale to measure the extent to 
which people were endorsing this new 
environmental worldview. They argued that their 
NEP scale was valid. reliable and unidimensional. 
Many studies which attempted to test the NEP scale 
found that the NEP scale was a reliable and valid tool 
for measuring the environmental values (Fransson 
and (.iarling. 1999: 0)Ii et a)., 2001).Researchers 
have used the NE? scale in its original and complete 
form I l.alonde and Jackson, 2002; Noe and Snow, 
1990). 
Studies using the original and revised NEP also 
focused on selected groups of people, including 
students, in order to provide information on the 
nature of environmental worldviews. Most 
researchers (AytUlkasapoglu and Ecevit, 2002: 
Johnson et a)., 1004: Poortinga et al., 2004: 'tuna, 
2004) conducted cross-sectional attitudinal and 
behavioral researches. Some researchers(Nooneyet 
a).. 2003: Rideout eta).. 2005; Bostrom et al.. 2006) 
worked with a single selected population and tried to 
determine the character of general distribution and 
test the scale. Some others (Bechtel et a).. 2006: 
Rauwald and Moore, 2002; Leung and Rice, 2002) 
were also interested in cross-national or cross-
culturalcomparisons. 
Studies regarding the character of environmental 
orientations, attitudes, worldviews, opinions and 
behaviors in countries outside the developed world 
have steadily increased in the recent years. Some of 
them have focused on the differences due to the 
different structure of worldviews, beliefs and 
attitudes (Dunlup, et al., 2000). While some 
researchers believe that industrial production, 
distribution and consumption are the main reasons 
behind the environmental crisis (Duffy, 2000; 
Wilson et al., 2008), others have argued that there are 
a set of basic values and beliefs behind the problem 
of ecological crisis (Dunlup and Van Liere,1978; 
Noe and Snow, 1990). Also, responsible is the 
anthropocentric view developed in the west with the 
onset of industrialization, and which spread to the 
other parts of the world (Martinez et al., 2008: 
Erdogan, 2009). According to Anthropocentric view, 
(a) Humans are superior and above nature, (bIThere 
is abundance of natural resources and no need for 
conservation (c) Human beings by virtue of enjoying 
technology and culture, are able to embrace nature to 
human ends rather than adapting to the natural 
environment) Dunlup.1990). (d) The social sciences 
have considered man as excused from ecological 
constraints. All these views had been exhibited in a 
set of values and beliefs, called the Dominant Social 
Paradigm (DSP). It involves: "(I) A belief in 
limitless resources, continuous progress, and the 
necessity of growth: (2) Faith in the problem soling 
abilities of science and technology. and (3) Strong 
emotional commitment to a laissez-faire economy 
and to sanctity of private property rights (Albrecht et 
al., 1982)". 
With an increasing sensitivity towards the 
environment, there has been a shift from the 
Dominant Social Paradigm to the eco-centric New 
Environmental Paradigm (NEP) (Erdogan, 2009). 
"The NE? worldview is based on) I) High valuation 
of nature. ('.) Generalized compassion toward other 
species, other peoples and other generations, (3) 
Careful planning and acting to avoid risks to humans 
and nature, (4) Recognition that there are limits to 
growth to which humans must adapt, (S) New soc iety 
with cooperation, openness and participation, and 
(6) Consultative and participatory new politics 
emphaching on foresight and planning (Milbrath, 
1984)."(Erdogan.2009, pp 1023) 
2.2 ValidityofNEPScafe 
Previous studies have indicated that 
environmentalists score higher on the NEP scale as 
compared to non pro-environmentalists and general 
public (Edgell & Nowell, 1989: Pierce et al.,1992; 
Widegren,l998) the said studies and also the study 
by Dunlup&Van Liere(1978)indicatethattheNEP, 
in its original form has known group validity. 
Similarly,though itistrickytopredictbehaviorfrom 
general attitudes and beliefs there have been a 
number of studies that have found relations between 
the NEP and various kinds of behavioral intentions 
(Blake, Guppy. & Urmetzer,1997; Ebreo, Hershey, 
& Vining, 1999; O'Connor et al., Robert & 
Bacon,I991; Schultz & Oskamp, 1996; Shultz & 
Zelezny,1998; Scott&Willits,l994; Stem, Dietz,& 
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uagnano,1995a; Tarrant &Cordell, 1997; inning 
& Ebreo,1992) these findings indicate that the NEP 
possesses predictive validity as well. Since group- 
validity and predictive validity are forms of criterion 
validity (Zeller & Carmines, 1980, pp. 79.811, 
therefore it can be said that in the light of overall 
evidencc,,NEPalso possesses Criterion Validity. 
Construct validity of a measuring instrument is not 
easy to estimate. It depends on how one idea relates 
to another, as specified theoretically (Zeller & 
Canines, 1980, pp. 80.84). The original NEP 
scale's construct validity was limited to relate !he 
scores with personal characteristics like age, 
political views and education. The young were 
assumed to be pro NEP, the better educated were 
assumedtobeendorsingtheNEP, and thepolitically, 
the liberals were assumed to be more committed to 
theNEP(Dunlap&VanLiere,1978,p.16).Barringa 
few exceptions, most of the studies have fowid 
support for the NEP as being positively related to 
education and liberalism and negatively related to 
age. 
Studies that have linked the above variables with 
support for the NEP, like the ones that have 
concluded of a positive relationship between 
environmental knowledge and endorsement of the 
NEP (Arcury,1990; Arcury, Johnson, & Scollay, 
1986; Schultz & Stone, 994) and also the ones that 
have found a negative relationship between NEP 
endorsement and right wing political supporters 
(Lefcourt, 1996; Shultz & Stone, 1994) have 
provided the assurance for NEP's construct validity. 
However the most important evidence of construct 
validity is said to have come from studies that have 
empirically confirmed that NEP along with primary 
values forms the key component of environmental 
belief system (Pierce et al., 	Stem, Dietz, & 
Guagnano, 1995). As new models of environmental 
attitudes and behavior, with a major role to NEP will 
be developed, tested and confirmed, the evidence for 
the construct validity should increase. 
Deciding over the content validity of the NEP is 
difficult as the construct of the ecological worldview 
is itself not defined. A study in US in 1995 is 
considered of high importance in this regard. 
Kempton, Boster, and Hartley (1995 ), conducted in- 
depth ethnocentric interviews in the study to find out 
the environmental perspective and beliefs of the 
American population. Though the method employed 
by them was far from similar than the ones that were 
used to develop and construct the NEP, Kempton et 
al. (1995)concluded thatthree setsofenvironmental 
beliefsplayan important part inthe'cultural models' 
by which the Americans understand the 
environmental issues; (I) Nature is balanced, highly 
interdependent and complicated and sensitive to 
human interference(21 Nature isa limited reserve on 
which the humans rely; Materialism and failure of 
contact with nature has made the society to fail in 
giving recognition to nature. The authors found the 
three almost similar beliefs that form the NEP scale• 
balance of nature, human domination over nature, 
limits of growth. This leads to a strong confirmation 
oftheconient validity of the scale. 
2.3 Dinrensionalityof 1'EPSeaIe 
While there have been evidences that suggest the 
overall validity of NEP scale, there is no consensus 
drawn ox er the fact that the scale is one-dimensional 
or multidimensional. A chain of researches in US 
(Albrechet et al,, 1902; Geller & Lasley. 1985; Noe 
& Snow, 990) showed almost similar results using 
factor analysis, namely, human domination of 
nature, balance of nature and limits to growth, some 
of the researchers started measuring each 
dimensions separately (Arcury.1990; Ebero etal., 
1999; Vining & Ebero,1992). However there have 
also been researches that have found that all items 
converge to a single factor (Edgell & Nowell, 1989; 
Lefcourt, 1996; Noe & Snow,1990, pg 24). While 
several others have pointed towards only two 
dimensions (Bechtel et al., 1999; Gooch, 1995; Noe 
&Snow,1989.90,1990;Noe&Hammit, 1992; Scott 
& Willits,1994), and still others towards as many as 
four dimensions (Furman, 1998; Roberts & Bacon, 
1997). Thus, the above studies lend support to the 
findings of threedimensions. 
Although there have been studies in India regarding 
the environment (Greendex Survey, 2012; Jain & 
Kaur, 2004) and also specially regarding the NEP 
(Khan & Khan,2012),therehasbeenno study once 
applicability of the original NE? scale on the Indian 
audience. In the light of the same, the present study 
attempts to explore theenvironmental worldviews of 
the Indians and assess the validity, reliability and 
dimensionality of the original NEP scale in Indian 
context. It is expected that the findings would 
contribute to the extant environmental knowledge 
which can provide vital inputs to academicians, 
policy makers, field workers and organizations 
alike. 
3. RESEARCH METHODOLOGY 
3.I Objectives 
Major objectives of the present study were as 
follows; 
• To explore the dimensionality, reliability 
and validity of the original NEP in Indian 
context. 
• To propose a refined NEP scale i.e. lndian-
NEP(orl.NFP)from Indiancontext. 
• To statistically compare the psychometric 
properties of the original NEP scale vis•i•vis 
l-NEP. 
• To empirically validate the proposed 
measurement model in Indian context. 
3.1 SrudyPopvlationandSample 
The population of interest for the present research 
comprises of all the people residing in the country. 
The data has been collected from office going people 
employed at hfumbai and Delhi, through non-
probability convenient sampling technique. The 
rationale for choosing these two cities under study 
were: a) because they rank as no. land 1  among the 
most polluted metropolitan cities of India 
(www.indianexpress.com), andb) their rich cultural 
diversity. With people moving in here from all parts 
of the country to earn their livelihood, it can beau 
well said that the inhabitants of the two cities can be 
taken as surrogates for the country for the purpose of 
the study. 
Though for a survey based research probabilist, 
sampling is considered apt, in comparison to nc 
probability sampling (Saunders et.al, 2000), in ti 
present case the same was not feasible, practical 
theoretically sensible owing to absence of relial 
sample frame (Trochim, 2006 ). 
3.3 Data Collection 
The researchers collected data from the two ci 
Data was collected for four months (Oct 
January)of 2011 and 2012. Questionnaire in Em 
was administered on roughly 700 respondents. 
506 questionnaires were returned out of which 
were found to be suitable for further anal 
Remaining questionnaires were discarded di 
their incompleteness in various aspects. Profi 
the respondents i s presented in Table I. 
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4. AN.AL1SISANDDISCLSSION 
4.1 Rrlia6iliq'andIa1idiqy 
Reliability is the degree of corielations between the 
items that constitute the scale (Nunnally, 1978). 
Cronbach's alpha is one of the measures that can be 
used for estimating reliability (Cronbach, 1951). 
Internal consistency of a scale is the ability of the 
scale items to measure the same construct. Items that 
measure the same construct are expected to be 
positively correlated to each other. lfthereliability is 
not high, the acceptable score can be achieved by 
either deleting or rep ising the items, which have a 
score lower than the cutoff point. A scale is said to be 
reliable if the alpha (a) value is greater than 0.06 
(Shuessler, 1971). 
Validity of a scale is the degree to which it measures 
what it is meant to measure. The most important 
evidence of the NEP's construct validitycomes from 
studies that have theorized it. It forms a primary 
component, of environmental belief system with 
fundamental values included. This has also been 
proven empirically (Pierce et al., 1987: Stem. Dietz 
& Cuagnano, 1995). Even though the NEP is a 
standard measure, it might show different results in 
different settings. The number of dimensions that 
might emerge, are often sample specific (Dunlup et 
al., 2000). Thus, there is a pressing need to test the 
applicability of the scale in India. 
4.2 FactorAnalysis 
Factor analysis is a statistical method that describes 
variability in observed variables and correlate 
variables in terms of a potentially lower 
unobserved variables called factors. Extant 
literatures show that there is a lack of consensus 
among researchers visa-vis. number of dimensions 
that emerge on the 12-item N EP scale. It ranges f roni 
single dimension to as many as four with majority of 
the studies advocating for three dimensions. 
However, studies with three dimensions often 
reported some discrepancies in loadings of 
individual items, therefore, Dunlup et al. (20001 
suggested to factor analyze the items in order to 
confirm the number of dimensions. Gooch (1995) 
indicated that since the DSP and the NEP as 
theoretical concepts have been formulated and 
developed in the United States, thus, it i s advisable to 
test the applicability of scales in the context of other 
cultures and countries. Due to the lack of a 
commonly accepted or widely agreed 
conceprualization scheme as also investigations of 
the dimensionality of the NEP have largely relied on 
exploratory factor analysis, the researchers in the 
present study combine an exploratory process with 
CFA vesting in order to reduce the ambiguity 
produced by past research. 
Exploratory factor analysis was performed using 
SPSS 18.0. The analysis was conducted using 
principal component analysis with varimax rotation. 
The four factors identified were, thus, chosen in 
terms of Bartlett's test of sphericity and Kaiser• 
MleyerOlkin (KMO) measure of sampling adequacy 
indicating a practical level of common variance 
(KMO = 0,754), see Table 2. 
4,3 .Measurement model 
To overcome the inherent limitations of the 
exploratory factor analysis i.e. interpretation of 
results is limited by the subjectivity in which factor 
loadings, cross-factor loadings, and factor 
independence are assessed, the confirmatory factor 
analysis (CFA) is recommended (Lee, 2008). The 
present study uses the methodology suggested by 
Gerbing and Anderson (1988) to assess the 
measurement model. In thi s procedure CFA was used 
on the number of following factors i.e. • BoN, Anthr, 
Limits and Eco_C and the items loading to each 
factorwerespecifred, followedbyfitnessofmodel. 
N 
The identified factors represented 63.29% of the 
variance of the variables. The first factor, 'Balanceof 
Nature' (BoN) consists of two variabies (a = 0.6241. 
The second and third factors, i.e., Limits of Growth' 
(Limit) and Anthropocentric' (Anthr) were loaded 
with three and two variables respectively, each 
having a value of0.744 and 0.639. The two variables 
related to 'Ecological Crisis' (Eco C) on NEP (a = 
0.628) loaded on the fourth factor. The highest value 
for factor loading was 0.769 while the lowest value 
was 0.633. The first factor, BoN explained most 
(21.3%) of the total variance. Thus, a total of three 
items were dropped from the original NEP scale 
resulting in 9-item refined 1-NEP. As suggested by 
Dunlap and Van Liere (1978), variable 3, 4 and 10 
were reverse coded. 
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CFI 0949 
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Chi-squared( 1.859 
Table 3 contains an overall summary of the key fit 
statistics for the 9-item NEP model. The GFI and 
AGFI values are more than the desired minimum of 
0.9 and range from 0.939 to 0.972. The CFI value is 
Typically, a series of attempts were made in order to 
construct a more parsimonious and astronger fitting 
model keeping the key fit indicators in mind. It is 
found that measuring up of a scale in all areas is 
rarelydone. Theareasof greater focusweretypically 
CMIN'df. GFI,AGFI, CFI, RMSEA. Chi-square!df 
and finally, coefficient alpha. Hence, the more 
robust model with 4 dimensions and 9 items was 
found to be best possible fit in Indian context and can 
be concluded that the proposed l-NEP has sound 
psychometric properties. 
5. LIMITATIONS& FUTURE DIRECTIONS 
The present study,just like any other research work, 
has certain limitationswhich have been listed below: 
Although the researchers have tried to adopt 
measures to make the sample as 
representative as possible, it is to be noted 
that it may not be a true representation of 
population. Since India is a country of 
diverse cultures and huge geographic 
spread, the results might differ elsewhere. 
Thus, steps are needed to be taken by future 
researchers to include more areas and decide 
on a sampling procedure which is more 
representative so that study findings can be 
generalized. 
higher than 0.9, CMIN df 1.859. RMMSF.A 0.040. 
('hi-square values are significant 2.242 and are 
acceptable. Hence, the overall model fit indices 
show that all the goodness-of-fit measures were 
within acceptable levels. 
account rural viewpoint. As the majority of 
Indian population resides in the villages it is 
important to measure their attitude too. 
Thus, future researchers need to include 
responses from rural audience too so as to 
map their attitude in the context of 
environment. 
Possibility of response bias cannot be 
ignored; it might be possible that the 
respondents gave replies that were desirable 
from their point of view. Some of the 
participants may have given responses 
desirable from the point of view of 
researcher. Future researchers need to take 
steps to eliminate such bias affecting the 
study findings. In fact, future researchers 
need to take steps so as to reassure 
respondents that they are not looking for 
'right' answers and that they are more 
interested in measuring their genuine 
ensironmentalconcems. 
6. CONCLUSION 
The results of the present study show that it will be 
appropriate to use the suggested nine item 1-NEP for 
measuring environmental attitude of Indians. Some 
other advantages of the suggested 1-NEP scale are: 
point of view of emergingeconomy like India. 
(ii) The refined scale has only 9 items instead of 
original 12, thus weeding out non-contributory 
items and giving a shorter and more efficient 
scale. 
Since the world is now waking up to the ecological 
crisis that the planet is facing, it has become 
imperative to explore the concerns of people for the 
environment. Special attention needs robe given to 
India now, as it is one of the fastest growing 
economies of the world and aims to become the 
second largest economy by 2020. Even today, India 
is faced with a multitude of problems related with 
pollution, deforestation and wildlife trade. As the 
country's population and economy continue to grow, 
there is an urgent need to find solutions. Across 
India, concern is mounting aver an ever growing list 
of environmental problems. More people means 
increased pressure on natural resources (from water 
to forests), while an economy in high-gear is leaving 
a trail of pollution that's affecting not only India, but 
the rest of the world too. 
Where the economy is facing so many threats, it has 
become important to gauge the attitude of Indians 
towards ecological issues. The suggested 1-NEP 
scale is expected to help measure opinion of the 
people towards environmental issues in India. The 
findings of the study have an applied Has as the I. 
NEP scale can be used by policy making agencies to 
have a better understanding of sectors which need 
greater focus while making laws. It can also prove to 
be beneficial in the context of educating the citizens 
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